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January 23,2006 

Mr. Jeffrey S. Jordan, Supervisory Attorney 
Complaints Examination and Legal Administration 
Federal Election Commission 
999 E Street NW 
Washington, D.C. 20463 

D 
v 
ul 
ry 

Re: MUR 5691 

Dear Mr. Jordan: 

This response to the above-captioned MUR is filed on behalf of Whalen for 
Congress; Kirk Whalen, individually and as Treasurer of Whalen for Congress; Iowa 
Machine Shed Co.; Carmen Darland; and Brian Dumas.' For the reasons set forth below, 
we request the Commission activate and dismiss this matter promptly. 

I. Introduction 

One problem that has beset the Commission for many years is the abuse of the 
complaint process for political gain. Complaints with little or no legal merit are filed for 
the purpose of issuing a press release and creating negative press for a rival campaign, 
while simultaneously tying up staff and resources in responding to the complaint. 
Indeed, the more spurious and scattershot the complaint, and the more respondents 
designated by the complainant, the more difficult it may be to answer, as the responding 
parties cannot be sure just what allegations may be considered important, or what 
ambiguously indicated legal theories need to be countered. As we will demonstrate, this 
complaint is hard to see as anything other than a cynical ploy by the complainant, Brian 
Kennedy for Congress campaign manager Carol Eamhardt, to harass and tar the 

1 Respondent Heart of America Inns and Restaurants is not a separate legal enbty, but rather a trade name 
owned by Mike Whalen and used to market the hospitality business of several companies, operating under 
different brand names, and owned by Mr. Whalen 



vorys, Sater, Seymour and Pease LLP 

MUR 569 1, Response 
P- 2 

respondents, secure in her belief that the Commission will be unable to issue a No Reason 
to Believe determination before the June 2006 primary.2 

The respondents believe that the Commission can and should activate this case 
promptly; that its legal and factual merits are readily dispatched without investigation; 
and that it should be dismissed promptly so that the respondents have a clean public bill 
of health prior to the June 2006 primary. Additionally, Respondent Iowa Machine Shed 
Company notes that the complaint, despite its lack of merit, throws a legal pall over the 
corporation’s business operations. The corporation has featured Mike Whalen, toy 
tractors, and delicious pork for 27 years - this complaint essentially argues that such 
longstanding Machine Shed images now constitute illegal contributions to Mike Whalen 
for Congress, forcing the corporation to change its business operations or operate under a 
legal cloud. Thus, the Respondents urge prompt action by the Commission to dismiss 
this complaint. 

11. Argument 

Like most nuisance complaints, this complaint is an amalgamation of 
uncontroversial legal norms (“The Tillman Act, passed in 1907, prohibited any 
corporation fiom making a ‘money contnbution’ in connection with federal elections,” p. 
5); conclusory allegations (“Respondents conspired to utilize corporate hnds and assets 
to produce and fund a television advertising campaign,” p. 6); tendentious, irrelevant 
argumentation (“such activity is a calculated effort to evade the strict prohibition on 
corporate contributions,” p. 1); and assertions of “undisputed fact” that are anything but 
undisputed (“It is undisputed that Mike Whalen and Whalen for Congress knowingly 
accepted what, in this instance, constitutes an illegal, in-kind contribution, p. 6.”). 

When a complainant alleges that it is a violation of federal law for a business 
advertisement to show a child playing with a toy tractor because such images are part of 
the theme of Respondent Corporation’s restaurants (Complaint, p. 4), it is hard to know 
which allegations to take seriously and which to rebut. Furthermore, it is often difficult 
to distinguish between which alleged facts the complainant thinks supports which charge, 
and which alleged facts were merely added for press consumption. The Respondents, 
therefore, make clear that their failure to address any of the myriad of “facts” and legal 
conclusions made in the complaint does not indicate acceptance of the truth of those 
facts, or of the complainant’s legal conclusions about those facts. 

The publicity-seekmg nature of this complaint is indicated by several factors: the press release that 
simultaneously accompanied it, the fact that both the press release and the complamt were posted on the 
Brian Kennedy for Congress web site, see hm://www briankenn.edv com/news/2005 1 130R asp and 
http.//www briankennedy com/news/2005 1 130 pdf; and the fact that Brian Kennedy’s counsel distributed 
copies of the complaint to a publicly accessible email list for acadermc debate of elechon issues, see 
http.//maiordomo.lls eddcgi-bin/lwgate/ELECTION-LAW GL/archives/election- 
law SI .archive.OS 12/date/article-5 .html. 
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A. Statement of Facts 

1. Mike Whalen is the Public Image of the Machine Shed, and has 
Appeared in Machine Shed Advertising for Over Twenty Years. 

Mike Whalen, as the president and founder of the Iowa Machine Shed Company, 
has been featured in Machine Shed advertising for over two decades, ever since he 
returned to Iowa to found the first Machine Shed restaurant in 1978. Included with this 
response as Attachment 1 is a DVD showing Machine Shed ads fkom as far back as 1989. 
In these ads, you will see Mike Whalen featured prominently, always as the primary 
spokesperson or narrator. In some ads he identifies himself; in other ads his name is 
featured in prominent graphics on screen as he speaks. Attachment 2 is a DVD of 
Machine Shed radio ads fiom 2003 to 2005, all featuring Mike and some featuring Mike 
and his mother. In the ads, Mike Whalen typically introduces himself, or is otherwise 
clearly identified. The ads, and their theme of Iowa agriculture, have not changed since 
well before Mike Whalen declared his candidacy for Congress. For example, Mike and 
his family have been featured on the back of Machine Shed menus for more than a 
decade. See Attachment 3 (1996 Menu) and Attachment 4 (current menu). In addition to 
family photos, the back of these menus also include statements of the Machine Shed’s 
philosophy, history and, in particular, its commitment to the Iowa farmer. See QZSO 
Attachment 5 ,  featuring Mike in a Machine Shed ad in the January 2004 Iowa Pork 
Producer Magazine. These themes appear in Machine Shed advertising in all states. 

In short, Mike Whalen is to the Machine Shed restaurants what Harland Sanders 
was to Kentucky Fried Chicken or Dave Thomas to Wendy’s. -With Mike as its 
spokesman, the Company’s image has long been tied to Iowa farming and farm products. 

At the same time that he has been a spokesman for the Machine Shed, Mike 
Whalen is not now, and has never been, featured in the advertising of any of the other 
restaurants and hotels that make up the Heart of America Inns and Restaurants group. He 
is not featured in broadcast ads for any of the hotels he owns in Iowa, or for any of the 
other restaurants he owns in Iowa, including the Thunder Bay Grill, Johnny’s Italian 
Steakhouse, the Checkered Flag, or Gramma’s Kitchen. See 
http://www.hoari.com/restaurants.htm and http://www.hoari.comhotels.htm for list of 
properties. It would be easy to feature Mike in these ads if the goal was to increase his 
visibility during his campaign for Congress, or to use his corporations as adjuncts to his 
~ampaign.~ Conversely, Mike is featured in Machine Shed advertising not only in Iowa, 
but in Kansas, Illinois, Minnesota, and Wisconsin - in every state where there is a 
Machine Shed restaurant. There would be no reason to feature Mike in ads in these states 
if this was mere corporate subsidization of his campaign. 

Gramma’s Kitchen, the Checkered Flag, Thunder Bay Gnll, and Heart of America hotels all have 3 

locations in the Flrst Congressional District. 
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2. The Machine Shed Engages in Regional Advertising and has Long 
Featured Tributes to the Iowa Farm Community in its Ads. 

Machine Shed restaurants are large enterprises. The Machine Shed Restaurants in 
Davenport and Des Moines are, in fact, the two largest volume restaurants in Iowa. Both 
are located just off Interstate Highway 80. Machine Shed restaurants outside Iowa are 
also located convenient to interstate highways. Machine Shed restaurants attempt to 
serve as magnets for travelers along the interstate routes. Thus, the Machine Shed 
customer market extends far beyond the immediate vicinity of its restaurants, to capture 
customers from a wide regional area who are likely to travel past Machine Shed 
locations. See Attachments 6 and 7, for articles featuring the Machine Shed in national 
publications. The Machine Shed, therefore, sometimes purchases regional advertising 
that goes beyond the immediate vicinity of its restaurants. See e.g., Attachment 5, fiom 
the Iowa Pork Producer; Attachment 12, fiom the 2004 National Edition of Midwest 
Living; and Attachment 13, fiom AAA Living. Additionally, the Machine Shed’s 
television advertising goes far beyond the immediate vicinity of its restaurants. The 
various advertisements included in Attachment 1 ran on KWQC-TV6. Attachment 14 
shows the KWQC coverage map. Davenport is located in Scott County. KWQC’s 
primary market reaches 13 Iowa counties, including Dubuque County, where the 
Complainant claims that a newspaper has reported that her boss Brian Kennedy has been 
told by others that ads have run - even though, “there are no Machine Shed restaurants.” 
(Complaint at 3 and Attachment D). KWQC also reaches 14 counties in Illinois. This 
does not include cable and satellite reception. 

Further, as the Commission can see in these attachments of past Machine Shed 
ads, the Machine Shed has long linked itself to the hture of Iowa’s farmers and pork 
industry. These themes have long appeared in the company’s broadcast advertising (see 
Attachments 1 and 2), on its menus and print ads (Attachments 3, 4 and 5), and in its 
magazine and newspaper spreads (Attachments 6-11). In this vein, the Machine Shed 
stores, attached to the restaurants, sell, for example, John Deere caps, toy barns, toy horse 
trailers, crock ware, and “Old McDonald” bib overalls. See 
http://www .machineshed. codgifts .asp. Some restaurants have even offered John Deere 
tractor rides to patrons. As part of its mission to represent and serve Iowa’s fanning 
community, Machine Shed restaurants feature and display a large collection of historic 
farm implements, machinery, and cooking utensils. See Attachments 6,8, 10 and 1 1. The 
Machine Shed also sponsors scholarships for students pursuing careers in agriculture as 
part of its mission to support Iowa agriculture. 

3. The Machine Shed has Not Altered its Advertising During the 
Campaign and Did Not Coordinate its Activities with Mike Whalen 
for Congress. 

As already demonstrated, during the period in question, the Machine Shed has 
made no significant changes in its advertising themes and practices. Nor did it coordinate 
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1.03 2004 0.82 2002 1.16 
1.05 2002 0.40 2003 1.28 

advertising with the campaign. The idea for the television ad complained of in the 
complaint, and which is included as Title 11 on Attachment 1, was first developed by 
Heart of America’s Vice President for Marketing, Carmen Darland, sometime in 2000, 
long before Mike Whalen became a candidate for Congress, but was not used until 2004. 
In the fall of 2004, Darland contracted with Victory Enterprises to produce the ad, and 
then wrote a finished script. In addition to political advertising, Victory Enterprises is a 
respected producer of commercial broadcast advertising in the Quad Cities area, 
representing such clients as US Adventure RV, Northwest Bank & Trust, and Reference 
Audio Visual. After the ad was produced, Darland, not Victory, arranged for placement 
of the ad. At no time has Darland been involved in any marketing activities pertaining to 
Whalen for C~ngress .~ Similarly, no campaign employees consulted with Machine Shed 
on the ads. Mike Whalen did not, and does not, exercise daily control over Machine 
Shed ad content and placement. 

Rockford, IL 
Urbandale. IA 

Over the years, the Iowa Machine Shed restaurants have typically devoted 
approximately 0.5 to 1.5 percent of gross revenues to broadcast advertising. Advertising 
for each restaurant rises and falls within that range for many reasons. For example, ad 
buys often increase during periods of low sales, or advertising may sharply increase in a 
market that has received relatively few advertising dollars in recent years. Broadcast ad 
buys for the Iowa Machine Shed Restaurant in Davenport (the restaurant located in 
Iowa’s First Congressional District) have remained well within the normal range of 
Machine Shed ad budgets, as illustrated by Table 1 

0.5 1 2005 0.51 2002 1.09 
1.29 2002 0.94 2004 1.48 

Table 1 
Machine Shed Broadcast Ad Buys as Percentage of Restaurant Sales 

FY 2002-2005* 

4yr.Low I 4yr.High I I Restaurant 1 2005 I Year % Year Y O  

I Davenport, IA I 1.19 I2004 0.82 I2005 1.19 I 

I Pewaukee. WI I 0.85 I 2005 0.85 I2004 1.30 I 

~~~ ~ 

*Based on Fiscal Years ending Oct. 3 1. 

In accordance w t h  FEC regulations perrmttmg volunteer activity, Mrs. Darland and her husband have 4 

hosted a campaign event for Mr. Whalen at their private residence. 
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B. Legal Argument 

1. The Machine Shed’s Routine Advertising Does Not Constitute a 
Contribution to the Campaign.’ 

In responding to complainant’s Count I, we should first be clear what is not at 
issue. There is no allegation that the Machine Shed’s ads have ever used express 
advocacy to promote the election of Mike Whalen or the defeat of any of his rivals. 
There is no allegation that any of the Machine Shed ads have ever mentioned that Mike 
Whalen or anybody else is a candidate for Congress, or even that there is a primary 
election in 2006. There is no allegation that Machine Shed ads discuss specific issues 
before Congress, or any candidate’s position on any political issue. There is no allegation 
that the Machine Shed has made any tangible contribution of money or other goods 
directly or indirectly to Mike Whalen for Congress, or that Mike Whalen for Congress 
has ever requested such assistance. 

Rather, the Complaint alleges that the Respondents made a prohibited corporate 
contribution to the Whalen for Congress campaign by “sponsoring a TV ad campaign that 
served to amplify the images, language, themes, and messaging of Mike Whalen’s 
Congressional campaign.” Complaint at 6.6 

a. A candidate’s use and statement of his background and views does 
not convert the similar CCthemes” used by others into campaign 
contributions. 

In apparent support of “Count I,” the complainant alleges the following: 

Mike Whalen announced his candidacy saying, “America owes a lot to rural Iowa 
and I want to be an advocate for Iowa’s farms and small towns, like our restaurant 
has tried to be for 27 years.” 
Mike Whalen for Congress’s web site, www.MikeWhalen.com, features images 
of Mike standing in the Machine Shed restaurant that he founded. 
Mike Whalen for Congress’s web site features a video clip of Mike speaking of 
‘‘returning to Iowa 27 years ago to open a little restaurant called the Iowa Machine 
Shed with the motto ‘dedicated to the Iowa Farmer,”’ (as does the 2003 interview 
with Mike in Restaurants and Institutions, see Attachment 7, and the 2002 
interview in Restaurant Business, Attachment 8) .  

Counts I & I1 allege that the Machine Shed’s advemsing constitutes an illegal contnbuhon to the 
campaign regardless of the lack of coordmation The discussion of alleged coordination follows m 
responding to Count I11 

Count I1 is merely the flip side of h s  allegation - that Mike Whalen for Congress illegally accepted a 
corporate contribution. It is not clear how this is supposed to be so, as it is not alleged that Mike Whalen 
for Congress requested Machine Shed to run such ads, or m any way took possession of anything of value 
from the corporahon. 

. 
6 
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The Whalen for Congress campaign has distributed a booklet entitled, Yes to Pork 
Chops, No to Pork Barrel, and the booklet features Mike’s role in founding the 
Iowa Machine Shed Restaurants; it contains images of Mike and the restaurants 
he owns; it states that, “Mike opened a restaurant dedicated to the Iowa farm 
economy;” and it says, “It’s still that entrepreneurial spirit that still drives Mike 
Whalen 27 years later.” 
Candidate Mike Whalen has asked, “Are we still going to be making little green 
tractors in Eastern Iowa in 20 years? That’s an important question.” 

See Complaint at pgs. 2-4. Obviously, none of these things, alone or in tandem, in any 
way violates federal law. Certainly nothing in the law prohibits a candidate fiom 
speaking about his background and business success; his reasons for returning to his Iowa 
roots after graduating from Harvard Law School; his concern for farmers and local 
industry such as John Deere; and his love of Iowa’s rural communities. I 

Complainant wants to argue, however, that if the Machine Shed “uses the same 
images, language, and themes,” somehow it is an illegal corporate contribution. The 
effect of complainant’s theory would be either that Mike Whalen would be unable to 
discuss what he has done for the past 27 years or that the Iowa Machine Shed would have 
to substantially alter its longstanding business practices and non-political advertising. 

If that were really the standard, it would be in effect not only for Mike Whalen, 
but for the complainant and for any other candidate. For example, on his campaign web 
site, candidate Brian Kennedy touts his affiliation with a law firm. Yet surely the web 
site of the law firm with which he is associated, Gallagher, Millage & Gallagher, P.L.C., 
does not constitute a contribution to the Kennedy campaign, and would not do so even if 
Mr. Kennedy promises to start running a campaign that meets, “the highest ethical and 
moral standards.” See http://www.amalawfirrn.com/. Mr. Kennedy touts being involved 
with Cub Scouts. If Mr. Kennedy were willing to pledge, as a prospective Congressman, 
to “do my best, to do my duty, to God and My Country, and To help other pe~ple ,”~  we 
would not hold the Cub Scouts - an incorporated entity - liable for contributing to the 
Kennedy campaign. 

Furthermore, even if such “images, language, and themes” could constitute a 
contribution, which they do not, in this case the Machine Shed has not borrowed images 
and themes fiom the campaign: rather, the campaign has utilized themes and images long 
used by the Machine Shed. It cannot be a corporate contribution to a campaign when a 
campaign appropriates images used by a corporation. Wendy’s did not contribute to 
Walter Mondale’s campaign when it continued to air “Where’s the Beef?” ads after 
Mondale used the phrase in a 1984 debate with Gary Hart. And when the John Deere 
company advertises in Iowa, it will not be a contribution to the Whalen campaign, merely 
because Mike Whelan has “fiequently invoked” the “symbol” of a John Deere tractor in 

From the Cub Scout Prormse, see http://www.usscouts.orrr/advance/cubscou~cs~~omiselaw.html. 



Q 
Vorys, Sater, Seymour and pease LLP 

MUR 5691, Response 
P* 8 

his campaign. The Complainant’s theory would essentially give politicians a blank check 
to determine and limit corporate advertising merely by using the same themes - even 
unwittingly - that are used by a corporation in its advertising. 

The test is not whether some images in a corporate ad also appear in a campaign 
ad - obviously that happens all over the country, as, for example, when a candidate and a 
corporation both utilize the U.S. flag in an advertisement. Rather, the test is whether or 
not expenditures were “made in connection with any election.” 2 U.S.C. 9 441b. The 
substance of these ads demonstrates that they are not election connected ads. 

b. The Machine Shed has not materially altered the content, quantity, 
or placement of its advertising. 

In considering whether business advertising by a candidate’s privately owned 
business constitutes a campaign contribution, the Commission has focused on whether or 
not the candidate’s business altered its advertising message, see, e.g., MUR 4999 
(Edward M. Bernstein), or the quantity of its advertising buys, see, e.g., MUR 3918 (Joel 
Hyatt), or whether the campaign appropriated property of the business, see, e.g., MUR 
5243 (Oberweis for U.S. Senate, dismissed pursuant to Heckler v. Cheney, 470 U.S. 821 
(1985)). Here, none of those elements exist. Similarly, in Advisory Opinion 1982-15 the 
FEC held that business ads did not constitute contributions where the business had a 
history of featuring the candidate in its ads; where the ad frequency did not materially 
change from the business norm; and where the ad did not mention the candidate status of 
the principal. In this case, each requirement of A 0  1982-1 5 is met. 

First, as has been noted, Mike Whalen has long appeared in Machine Shed 
advertising. In the substantial majority of broadcast ads, he either identifies himself, or in 
some television ads is identified by prominent on-screen graphics. This has not changed, 
and the current ads make no mention of his candidate status. See Attachments 1 and 2. 

Second, the Machine Shed has long tied its advertising and public relations to the 
Iowa farm community and used images of farm equipment and farmers. See Attachments 
3 ,4  and 6 through 11. Similarly, broadcast ads of 30 seconds or more have long opened 
by tying the restaurants to the farm community. 

For example, here is the script of the Machine Shed’s 2005 advertisement: 

Mike Whalen: The Machine Shed was founded on a simple 
premise: make sure the Iowa farmer is proud of the meals 
we serve. 

‘ 

(Whalen appears on screen) 
Hi, I’m Mike Whalen. The Iowa Machine Shed’s turning 
27 years old this year, but our award winning juicy pork 
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chops, our USDA choice steaks, and our home made from 
scratch pies and soup are getting better than ever. 

Drop by the Iowa Machine Shed, just off of Interstate 80 in 
Davenport and Des Moines. We’ll look forward to sharing 
the best that Iowa agriculture has to offer. 

See Attachment 1 , Title 1 1. 

Compare that script to this script from September 2000 (See 
Attachment 1 , Title 2): 

Mike Whalen; Here in the heart of America we’re lucky - 
our farmers raise the best food in the world. 

(Whalen appears and is prominently identified by name on 
screen) 
Our Machine Shed restaurants have been serving nothing 
but the best food for three decades. The Machine Shed’s 
pork is world renowned. You should try our roast pork loin 
stuffed with sage dressing. Our Iowa chop is so thick some 
call it a little pork roast, and our barbecue’s the best 
around. The flavor isn’t brushed on, it’s roasted in. 

Why not enjoy the best food around? Head to the Shed - 
the Machine Shed, that is. 

Or compare this ad, also from 2000 (See Attachment 1, Title 4): 

Mzke Whalen: You know at the Machine Shed we’re 
dedicated to the American farmer. 

(Whalen appears and is prominently identified by name on 
screen) 
That dedication has led us to search out the best in 
Midwestern beef. Our chefs are preparing for you only the 
best beef that’s raised by your neighborhood family 
farmers. This beef is aged to perfection and tenderness. 
You should try our cattleman’s choice - it’s a top sirloin 
stuffed full of homemade dressing. Our prime rib is slow 
roasted, tender, and melts in your mouth. And our filets are 
wrapped in bacon and char-grilled. 

Beef - it’s what’s for dinner at the Shed. 
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Other than the fact that in the 2000 ad series, Whalen is identified by prominent 
on-screen graphics, whereas in the 2005 ad Whalen identifies himself, but his name does 
not appear on screen, the ads are entirely similar in approach and theme - one sentence of 
praise of the farm community, as an introduction to the restaurant menu. 

Third, not only has the Machine Shed’s advertising not changed in tone or general 
content, but there is no evidence that the Machine Shed has in any way changed its 
normal advertising practices. The proper measure of Machine Shed advertising, used by 
the company, is as a percentage of gross restaurant sales for each site. While it is true 
that the Machine Shed spent more dollars on broadcast advertising for its Davenport 
restaurant in 2005 than in 2004, its spending, and the increase fiom 2004 to 2005, was 
well within the company norms of advertising. See Table 1. The Davenport market (in 
Iowa’s First Congressional District) devoted 1.19% of sales to advertising in 2005, 
substantially less than the Appleton, Wisconsin market (1.50%) or the Urbandale, IA 
market (1.29%). Indeed, broadcast ad spending in Davenport, as a percentage of sales, 
was a full 25% below that of the Appleton, Wisconsin market. Additionally, the 
percentage spent on advertising was lower than amounts regularly spent in other markets 
in prior years. See Table 1. As a dollar value, broadcast advertising for the Davenport 
restaurant increased fiom 2004 to 2005 by $13,204. This, too, is not unusual. For 
example, broadcast advertising in the Urbandale area (outside the First Congressional 
District) increased fiom 2003 to 2004 by $26,072. In Olathe, Kansas, where total 
restaurant sales are less than half that of Davenport, broadcast advertising buys increased 
by $16,928 fiom 2002 to 2003. On a percentage basis, broadcast advertising in 
Davenport increased by 44% fiom 2004 to 2005. By comparison, in Olathe it increased 
by 65% from 2004 to 2005. Such increases in market advertising occur in other years as 
well. For example, fiom fiscal year 2003 to fiscal year 2004, broadcast advertising was 
increased by 55% in Des Moines. 

The Machine Shed has long used a variety of regional and even national 
advertising, both print and broadcast, as noted in the Statement of Facts and seen in 
Attachments 5, 12, 13, and 14. Broadcast ads have long reached urban areas where 
“there are no Machine Shed restaurants,” particularly Dubuque. 

Finally, the Complainant adds various unremarkable facts to the mix, for reasons 
somewhat inscrutable, and we address these briefly. For example, Complainant states 
that, “it is undisputed that Carmen Darland, a corporate employee, wrote the script for the 
corporate-funded TV ad, acting in her capacity as a corporate employee.” Complaint at 
6. If this leads to a violation, this is a particularly novel interpretation of the law. It 
would be odd, indeed, if the script were not written by someone employed by or hired by 
the Machine Shed Company, and hard to imagine how most corporations would h c t i o n  
if their ads were not written by people acting for the corporation. The Complainant 
seems to have her legal analysis backwards: If these ads were written for a campaign 
committee, it might be a corporate contribution for a corporate employee to write the ad 

I 
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while on company time, but it is assuredly not a corporate contribution to a campaign 
when a corporate employee performs her normal work for the corporation for which she 
works. Similarly, complainant states that an employee of Victory Enterprises, the 
company that produced the ad for the Machine Shed, appears in the ad as an “extra.” 
Complaint at 4. Again, it is unclear what this “allegation” is intended to add to the mix. 
One would expect to find employees of an ad firm appearing as extras in ads produced by 
the firm. In making these allegations, complainant seems to be arguing that a company 
that produces political advertising is prohibited from producing commercial advertising 
for anyone, since by definition its commercial productions will be written on behalf of a 
corporation, and often feature the production company’s employees as extras. 

The Commission should conclude the obvious: A corporation does not make a 
contribution to a campaign when it runs advertisements that do not mention the 
campaign, do not mention the candidacy status of any individual, do not mention any 
election or political issue, and do not vary fiom the corporation’s traditonal, long- 
standing advertising themes and practices. See A 0  1982-15 (ads are not contributions 
when, “these advertisements will be aired, televised and written irrespective of any 
possible candidacy for Congress.”) 

2. No Illegal Corporate Contributions were Made to or Accepted by 
the Campaign. 

As it has been shown that there were no illegal corporate contributions, “Count 
11,” alleging that Whalen for Congress received illegal contributions, must be dismissed 
with a No Reason to Believe determination. Furthermore, even if such ads were 
campaign expenditures pursuant to “Count I,” they would be independent expenditures, 
for which Mike Whalen for Congress would have no liability. 

3. The Machine Shed’s Advertising is Not a Coordinated Expenditure 
Under the Law. 

An otherwise legal expenditure not subject to limits or prohibitions may 
nonetheless be treated as a contribution to a campaign if it is “coordinated” with the 
candidate’s campaign. Whether or not an expenditure is coordinated is determined 
pursuant to 11 C.F.R. 0 109.21. Under Section 109.21, a communication is only 
considered coordinated if it meets both a conduct standard and a content standard. See 11 
C.F.R. 0 109.21(a). 

h 

At the outset, and following the factual discussion above, the Respondents deny 
any and all allegations that their activities meet the required conduct standard established 
by Sdction 109.21(d). However, it is not necessary to review Respondents’ conduct, 
because the content standard of 109.21(c) is clearly not met. This case epitomizes the 
reason that the Commission adopted a clear, bright line content standard: it allows a 
respondent to quickly establish his or her innocence, avoiding a lengthy and expensive 
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investigation just to prove one’s innocence. It is that investigation, as we have seen, as 
much as any ultimate legal resolution, that is the goal of the nuisance filings such as this 
comp 1 aint . 

Here, the Complainant argues in “Count 111” that the content standard is met 
because the Machine Shed ads, “in the context of the totality of circumstances,” republish 
campaign material. Respondents are not sure what it means to “republish” something “in 
the context of the totality of circumstances.” But whatever it might mean, it is not the 
law. Complainants claim that the “images, language, themes, and messaging” are 
“substantially similar” to those used by the campaign. Complaint at 7. It would seem to 
go without saying that “republication” is quite different from “similar.” “Republication,” 
in ordinary language, is a copy of the original, whereas most anything can be “similar.” 
Indeed, if Mr. Whalen’s opponent, Brian Kennedy, decided to discuss issues such as the 
difficulties faced by the Iowa farmer or John Deere Industries, he too would be using 
“themes,” and probably “language” and “imaging,” “substantially similar” to those used 
by Mike Whalen for Congress. 

In fact, the regulation refers not merely to “republication,” but to “republishing.. . 
materials prepared by a candidate,” 11 C.F.R. 5 109.21(c) (2). The added modifying 
phrase, “prepared by a candidate,” makes clear that “republication” means not merely the 
use of “similar” “images and themes,” but the copying of “materials” actually prepared 
by the campaign, Le., replicas of campaign materials. See also, e.g., 67 Fed. Reg. 12838, 
Mar. 20, 2002 (Explanation and Justification to Rules on Independent Expenditure 
Reporting); 68 Fed. Reg. 429, Jan. 3, 2003 (Explanation and Justification to Rules on 
Coordinated and Independent Expenditures). 

The Commission has never adopted as a standard the idea that “substantially 
similar” material is republication of campaign material, and for good reason. The 
purpose of the prohibition on republication is to prevent an individual or group from 
simply absorbing the cost of a candidate’s advertising by paying the cost of airing or 
printing the candidate’s actual campaign material. To suggest that “similar themes” 
would amount to republication would all but eliminate the very notion of independent 
political spending, which is often, if not usually, tailored to themes similar to those used 
by the candidates. Not only would such a rule undercut the statutory (and, indeed, 
Constitutional) provisions for independent spending by political entities, but for non- 
political spenders, such as Machine Shed or Wendy’s (“Where’s the Beef?”), it would be 
devastating. The theory is breathtakingly audacious, and without support in any law or 
past ruling of the ‘Commission.8 

Indeed, Complainants are reduced to citing cases m which they adrmt the Comrmssion approved the 
conduct - see Complaint, fh 23 - and citmg them incorrectly at that, unless they really meant to cite to 
2004-15, the David Hardy case, which is not a coordmation case, but deals with the definition of 
“electioneermg communications,” somethmg clearly not at issue here. 
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Again, Respondents deny that they have engaged in any behavior that would meet 
the conduct requirements of 11 C.F.R. 6 109.21(d).’ But fiu-ther conduct analysis is not 
necessary, as the broadcast ads in question clearly fail to meet the content standard of 11 
C.F.R. 0 109.21(c). 

4. As Whalen for Congress Did Not Receive a Contribution from 
Machine Shed or Any Other Corporation, it Cannot be Guilty of 
Failing to Report such a Contribution. 

As the above facts show, Whalen for Congress did not receive a contribution from 
the Machine Shed or any other corporation. Thus, there is no contribution to report and 
no legal basis for “Count IV.” 

5. “Stand-By-Your-Ad” and Disclaimer Provisions Do Not Apply to 
Advertising Not Paid for by the Campaign. 

Nowhere is the specious nature of this entire complaint more on display than in 
“Count V,” in which Complainant alleges that the Respondent Machine Shed failed to 
include disclaimers and the “Stand-by-your-ad” statement, as required in 11 C.F.R. 6 
110.1 1. Complaint, p. 8. 

On its own terms, Section 1 10.1 1 applies only to four types of communications: 

a) public communications for which a political committee makes a 
disbursement; 

b) public communications containing express advocacy; 
c) public communications soliciting a contribution; and 
d) electioneering communications. 

11 C.F.R. 5 llO.ll(a) 

It takes very little effort to see that the activity alleged in this complaint does not 
fall into any of these categories. The very gravamen of the complaint is that the ads were 
not funded by a political committee, eliminating (a). It is not alleged that the ads contain 
express advocacy, and they do not, eliminating (b). It is not alleged that they solicit a 
contribution, and they do not, eliminating (c). And it is not alleged that they are 
electioneering communications, which by definition are made only within 30 days of a 
primary or 60 days of a general election, eliminating (d). That the Complainant can cite 
to the proper section of the Code, and then ignore it completely, is revealing. If it were 
possible to sanction parties for frivolous complaints, this would merit sanctioning. 

Respondents note, however, that once again the indicia of coordmation are lacking - Respondent 
Corporation did not alter the content or placement of its advertisements, or thelr quantity beyond normal 
business fluctuations; there was no collusion or sharing of material idomahon; and the ads were not made 
at the request or suggestion of the candidate or his campaign. See 1 1  C.F.R. 0 109.21(d). 
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111. Conclusion 

This complaint appears to have been filed in the belief that Complainant could 
gamer some positive press coverage - or at least negative press coverage for the rival, 
front-running campaign - and that the Commission would not be able to issue the 
appropriate No Reason to Believe determination in favor of the Respondents until after 
the June 2006 primary. As this response shows, however, this complaint can be opened 
and dispatched in a minimal amount of time, and we urge the Commission to activate and 
dismiss it promptly. 

The advertising by the Machine Shed Restaurants has been in the ordinary course 
of business, utilizing themes long associated with the Machine Shed. Such advertising 
does not constitute a contribution; the public communications do not meet the definition 
of a “coordinated expenditure” because they fail to meet both the conduct and content 
standards of 11 C.F.R. 0 109.21(c), and the communications are not, under any 
circumstances, subject to disclaimer or “stand-by-your-ad” provisions. For all the 
reasons stated above, Respondents ask the Commission to find that there is no reason to 
believe that Respondents violated any provision of the Federal Election Campaign Act or 
Commission regulations and dismiss this matter promptly. 

Respectfilly Submitted, 

Brett G. Kappel 
Counsel for Respondents Whalen for 
Congress, Kirk Whalen, individually and as 
Treasurer, Iowa Machine Shed Co., Carmen 
Darland, and Brian Dumas 

cc: Hon. Michael Toner, Chairman 

Attachments : 
3 

1. 
2. 
3. 
4. 
5 .  
6. 
7. 
8. 
9. 

DVD, Iowa Machine Shed Television ads, 1989-2005. 
DVD, Iowa Machine Shed Radio ads. 
Machine Shed Menu, circa 1996. 
Machine Shed Menu, current. 
Print ad, Iowa Pork Producer Magazine, January 2004. 
Bus Tours Magazine, December 2000. 
Restaurants and Institutions, June 1,2003. 
Restaurant Business, February 15,2002. 
Quad Cities Biznet, October 1,2000. 
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10. Peoria Journal Star, May 23,2000. 
1 1 .  Des Moines Register, June 24, 199 1.  
12. Midwest Living Ad, 2004 and coverage area. 
13. AAA Living Ad, 2004 and coverage area. 
14. KWQC TV6 Primary Coverage Map. 
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SAWD;w)cHEs# v - - -  _. .. 
Our snndwiches ore served on our specially boked bread 
(old foshioiied white, inorble rye, 01 wlieat) that has n n 
lioinemnde flnvor Let us know if you'd prefer real butter 
moyonnoise on the side 

All sondwiches are served with creamy cole slaw, 
cottage cheese, nnd u pile of ti ics 
Pork Tenderloin Sandwich 5 45 

Boneless Pork Chop Sandwich 

People uctuolly talk about it! rreshly bdttered and 
drep fried gulden brown One of our most populor sniidwiches 

5 45 
The poi k producer's lovui ite Butterflied & chnrbroilcd 

Reuben 6.15 
Corned beef tliinly sliced oiid piled high, topped with sauerkraut, 

Swiss rhcese, and then grilled on our rye bread 
Smoked Turkey Reuben 6 15 
The clussic ieuben with o twist Tender hichory smoked turkey, Swiss cheese, 1000 

isleiid dressing, and cole slaw, grilled on our rye brend Fentured in newspapers 
tlcross tlie iiatioii when it wus recogiiired by tlie Amencaii Doiry Association' 

Our Club 6 15 
Bocon, turkey, ham. und American cheese 

with lettuce uiid tomuto on our home-style toasted bread 

Lightly sinohed pork topped with our snvory BBQ souce 
BBQ Pork Snndwich 5.45 

Americn's Hamburger 4 95 
1/3 Ib Iwii giouiid beel potty, cliaibroiled to order With cheese ndd 30 

A Tisket, A Tasket, Pick a Basket... 
Includes cole slew, cottnge cheese, and rrench fries 

CliiLken Basket 4 99 
Breocled strips of real chicken breast 

Shrimp Basket 
Deep fried popcorn slirinip 

5 98 

Light Chore Dinners"' 
Sciwd with our fresh baked breads, w le  slaw ond cottoge cheese 

Chicken Fried Stenk 7.99 
Hond bieaded with oiir special seosoniiigs, served 

with mashed pototoes nnd country gravy 
Hot Reef Pot Ronst Sandwich or Roasted Turkey Snndwich 

Served with red inaslied putotoes & gravy 
5.50 

MAC H1N E St ti E.D 
Our bnkeis work nll night to muke i t  fresh 
It tnhes a lot of extra eftoi t to do things the 
old-fosliioned way, but you cnn tuste tlie ditferen 

A Thick Slice of Homemndr Pie (Fruit or cream) 1.99 
1 9 9  
1 9 9  

99 

Chocolate Chip Cookie Sundae 2.25 

The Slicd's Fnmous Apple Dumpling 
Good 01'  F r u i t  Cobbler (Whniever'r in seosoiil) 
Ice Crenm (A henpin' scoop of vanilla, cliocolatc or cinnamon) 
H o t  Fudge Brownie Sundne . 2 75 

Hot Fudge Sundae 1 9 9  e 

Whv not tnke home a delicious 11" extra 
deLpdiah homemade pie for only $8.95? 

N € T  -_.- YOUR gH1STL.E 
reel flee to oidei from our full-service bar 

I1O pa  &YS%lUEE ----- Hot o r  lreil Tea 
Milk sii1~11 80 -large 99 
Cliocolatr Milk sii1.11I 80 - Lrge 99 Soli Diinks & Leanonude 125 
Hot Chocolate 99 All Soh Dnnk Refills ore Free' 

Old rasli id Root Bccr rloot 2 50 
A large 32 ounce tios~ed iiiiig filled with ihire liLnping scoops of 

v.inill.1 ice cie.iiii niicl lopped wit11 old lasliiuii' root beer 

! 

Topped with our own BBQ sauce aiid served up hot and tendei 

T h u  testy sumpler comes served up Fninily Style with 
all of the obwe wlwlioiis Big enuuglr to seive Iour 

All of our home-stock soups ore made from scratch No canned soups here1 
The homeinnde difference i s  bound to make a soup lover out of you Toke a gnndei n 

the old cook stove for the hearty soup of the day, or osk your server 

Soup of the Day 
Baked Oruon Soup. 
Baked Potato Soup 

Ladle Full 3 50 or u Hearty Bowl 2.54 
n Hearty Bowl 2.54 

. Ladle Full 1.50 or n Henrty Bowl 2.51 
Creamy white chowder londed with tender red potatoes aird topped 

with Wisconsiii Colby cheese, cnsp bacon, and chopped green onion 
Unique to The Mnchine Shed - One of our great recipes1 

rresh From the garden' 

5.9 Cobb Salad 
Fresh greens of iceberg ond romoine 

julienne of turkey, Swiss cheese, 
chopped bncon, avocado, nlfalfn 
sprouts, tomato, black olives. 

chopped egg, and red bleu cheese 

Smoked Turkey Salad 5.9 
Tender hirkory smoked brenst of turkey, wit11 Swiss and Colby cheeses. 

served on a bed of fresh greens, toinntoes, and rueumbers 

Senfvod Salad 5.9 
Shrimp and crub blended with Alnskan whitefish, served over 

fresh greens, with hs l i  tomatoes, and hard-cooked eggs 
Chef Salad . .  5.9 

Full of julienne ham, turkey, Colby ond Swiss cheeses, 
with tomotoes, hardcooked eggs, nnd the cliet's iiileginotion 

Tossed Shed Salad . 2.5 
Flesh lettuce generously tossed with cucumber, tomato, 

shredded carrots, and red cabbage 

All oiir salnds come with your clioice of homemade drcssiiigsl 
Try The Shed's own creoiny parmesari house dressing 

I e JUST FOR KIDS! 
Every day kids have their choice of. 

Hamburger 
Hot Dog 

Grilled Cheese Sandwrch 
or Chicken Basket 

includes fries and a beverage 
$1 99 

Tuesday is Family Night' 
On Tuesday nights. kids' meals come with ice cream too, snd are 

onlu 99d 
I 



Se ving Fixin's Family SI 

Dcdicotcd to 
The Ameiiean Former 

is  cvcrvborly'q hrcnd oiid bktcr. ondAincrico'; 
fnrmcrs tnkc the Iced in proclucinp thc best, 
lenst costlv food of nnj nntioii Wc iisc otlly 

WE USE F A R M L A N D  

1 
PORK A N D  

BLACK ANGUS BEEF 

PRODUCTS Ezzmm 
PKIIICI 10 bo fannerown 

Here ot T h c  Shed  we stai r  your iiienl off with oui fninoos liomcniade cole slow, mttoge clieesc, ond 0111 fresh baked bieads wi th  ienl butter  
T h e n  nlongside yoiii dinner  you get vegctnble, yotnto of tlic dny, niid sniieilrtnut if you like, 011 scived fniiiily style 

Slow roosted, spcciolly ngcd USDA Choice ginin fed bcef Wc'll gliidly siibstitutc o lmked potnto foi potato of tlic dny 

The Farmer'" 15 99 
A 14 07 boiielcss cut served nu JUS 

Ynii mny need the hired man to help you with this onel 

0 @ Roasted Poi k Loin 

2 @ Tangy Tenderloin'" 9.7s 

8.99 
Siiiffcd with country s o p  dicssrng, sliced nnd rcivcd with dclrcious 

pnii grnvv Wirincr of the Great lawn I'oik Cookoff 

Pork loin stiiffcd with saisoned snusnge nnd tnngv spices, served with 
sour c m m  nnd hmndlcd cliernes Anotliei Gient lnwn Poi k Cookoff \\ iiincr 

@ Old Fnshion' Pot Roast  8.99 
Jiist like mom used to mnke Slow ronstcd with gnrdcii 

fresh oiiioiis, cnriots, nnd bnby red potntoes 

Our owii spcciolly-prcpnred dry ciiied hnin. rnnstcd tendci oiitl juicy 
Hnnd cnrved ond sei ved with brnndied cherries 

8 50 
Sliced brcnst of renl ioosted turkcv, served wi l i  Gininnin's fnvorite hoiiie-sI>le 

dressing, mnshecl potntoes, grnvv. ond crnnben ics 

A Iorgc four-piece portion of chicken prepnrcd with The Shed's o\vii 
secret spices nnd seived with innshcd pntntocs niid ginvv 

Served up f n n g  style with fiesli iiiushroonis oncl slicrry 

Tendei bcef Iirw giilled with bocnn s t i i i x  nnd oiiions 

@ Bnked Ham 8 99 

@ Roast Turkey  Breast 

@ Fr ied  Chicken 8 50 

@ Chicken Livers  8 75 

@ Beef Liver  7.75 

- -.. 
prnbnhlv mpcncnced the inniith \voterin' smnkv nromn wlieii vnii wnlkecl 111 \VC 
use o bi& old fnshinncd wood smoker (which innkcs the nicnt sligh~lv pink) nncl 

tnkc the cxtro effnrt tn haste niid slow cnnk a11 of our iiicnts (Tlic sniclls nic kcel) 

Hickory Smoked Pork R i b s  13 99 
A full slob of slow-raisted tendci loin bncli ribs Basted nnd chribioi l~d 

Hickory Smoked Chicken 8 50 
rrcsh hnlf chicken cliistcd with oiir spices, slow smoked 

nnrl glazed with our sigiiatiirc BBQ sniicc 

A generoils poi tron of hickory sniokd bcef hrislcet 
Pei fccily scasoiied niid sliced thin 

A half-slab of our hickoiv-sninhcd loin bnck rib wifh jmur chorcc of herid- 
cnrvcil bcef brislcct or our tcnilcr aiid JUICV smoked eliickcir 

H a n d  Carved Beef Brisket  8 99 

liiingry Man's Combinntion Plat te i  12 99 

Catfish 9 50 
rill1 poiind of pond raised cntfirli bicnded wit11 nil1 tlclicioiis sensoniiigs 

It's n Mdwcstcin fnvor itc 

\\Jc puiclinsc tlic liiicsi coil wiiglit iii tlie cold \vnteis 
e:Canrdian Cod 8 50 

of the NOII~ICIII  3e i r i~o i rcs  I.ightlv bicd~. t I  ntid clecp f 1 1 ~ t l  

T h e  City Slicker" 12.99 
A 10 oz cut for the Iighhlcr nppctite Tlic fnrmcrL dniiglitcr's fnvniite 

Our stenks nTe need to perfection, cut fresh doilv rn niir nwii iii hoiise butcher 
shop from USDA choice grnin-fcd beef, nnd clirrhroilcd to your liking 

Baked pototo is nvnilnble with tlicsc iteiiis 

Hired  Man's S t e n l P  15.99 
A 20 oz top siiloiii, hearty ciiough to aahlisfv cvcii tlie biggest nppetite 

%bey2 11.99 
10 nz tender fnvorite 

O n e  Pound  fibeye 16.99 
Ilaiid-trimmed to our specifieations 

T-Bone 16.99 
Even n field hond will hnvc trouble gettrng ornund this 16 oz cut 

Bu tche r  Shop Poi t e rhouse  19 99 
We offer you 24 om. thnf's right - 24 OUIIC~S of choice beef 

for the reo1 beef lover 
Hnybnler  Top Sirloin'" . . 10.99 

A 10 ounce cut The Beef Producers' most flovorful steak 
The Cattlemnn's Choice" 11.98 

We chnrbroil oiir top sirloin nrid sttiff it full with seusoned breed crumbs, 
mushrooms, Swiss clieese. gnrlic, and sccrct spices 

Topped with our Pioneer sauce 

Americn's C u t  9.50 
A hnnclcss cut 0111 of thc heart of tlie pni k loiii. served with 

niir liuiitei's stvle niiishioom nncl white wile  s n u u  

]own Pork CJiop 9.50 
Cvcii tlic most dedicnted Bndgci niid lllini fans will cheer for this choy 

9 50 
A di y-ciired. thick- cut, melt-in vourmnutli poi k chop 

A two-iiich thick cciiter ciit boric-in chop stiiffcecl witli swcct npplc-rnisin 
dressing bnkcd to pcrfcctinn mid tnpped wit11 apple glaze 

A winner in the Nntionol Poik Recipe Contest 

O w  owi biitrhci tnkcs wlialc pni k tenclcrloiiis. trims 'em, wiops 'cni, 
w r ~ l i  bacon, then bioils nncl hnkes 'em Definitely the field liorid's fovorite 

0111 ownid wiiiiiing combilirtinn plnttcr' 
Tliicc of oiir dclieinus piiic wiiiniiig cntrces - The I<onstcd Pork Loin. 

1 he Bndgci Dclight, mid oiii Tnngy 'lcnderloiii 

\\Jinncr of tlic lown l'nolk 1'1ocliicers "lasic of E l e p i r ~ c "  
GI illed pnik tciidcilniiis nii n bed of linmc style iiondl~s 

lopped with B hcsli. light garlic h c i l ~  I.IULC 

Smoke  H o u s e  Pork Chop  

3 Stuffed Iowa C h o p  10.50 

(3 T h e  Badge1 Delight'" 8.75 

T h e  Combine'" 11 99 

& The Pioncci  "' 9 99 

- e s 
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wonders, liis love of God aiid Coiiiitiy should serve as an 
lnspll at1011 to 11s a11 

Tlie Farniei’s love aiid geiieiosity towaid liis fellow nian is 
legendary Barn rmsings, hiisking bees, threshing ci ews - 
tliese ai e iiieiiioi ies of eai ly fm niei s, and tliis geiiei ous spii it 
lives on today as Farmers continue to woik togethei to help 

The  Machine Shed is decorated with f‘ii in tools and 
iiiiplenieiits fiom tlie tiirn of the ceiitiiry Look sioiind and 
become awire ( 0 1  ieiiiiiiisce I f  you tidiiiit to “ieiiieiiibering”) 
of just n pai t of tlie i icli her itage left today’s generation by its 
giandpaients and gieat-grnndpaieiits While inodeiii 
iiiacliiiiery has pei linps eased some of tlie eni ly fhi mer’s load, 
tlie spii it and conrage of these inen and women has lived on 

We are proud to salute the American h i  niei 1 

The Machine Shed’s Roots 
We opened the original Iowa Machine Shed 

Restaurant in 1978 in I urd Daveiipoi t, Iowa, with just 
over 100 seats Our location wasn’t gieat and much of 
the equipment was old (but clean) and broken too 
often. We’weie all pietty young and gieen But we 
started with a yowei fill comniitment, that coiiiiiiitiiient 
was a simple five word consiitiitioii - “Dedicated to tlie 
Iowa Faimel ” That dedication meant that we woiked 
to have a restaurant tliot wasn’t just “faim” tliemed, 
but woiild be sonietliing that farmers could be proiid 
of That  meant iising only the best pork and beef, real 
wliipped cream 011 the pies, heal ty soups, fresh baked 
goods made froin sciatch, and little things like genuine 
mashed potatoes and leal butter. Although we still had 
a lot to learn, that dedication guided 11s through the 
early days. Even though inoney was tight, we were 
never tempted to go the clieayei ioiite 

Tlianlcs to you, folks liked The Machine Slied Fi om 
the start. The ori&iiial Mncliine Shed has been 
expanded and iiiipro\*ed iiiaiiy tiiiies And now, otliei 
Machine Sheds have sprung up in Des Moines, Iowa; 
Olathe, I<aiisas, IlocltFoid, Illinois, and hwaukee, 
Wisconsin Along the way we have been delighted to 
have ’1 eceived a bushel basket €1111 of lmnoi s Fi om farm 
groups like the Pork Producers and the Reef Industry 
Council We’re constantly trying to live iip to tliose 
honors in  tlie Food we piepare and in tlie way we 
bi ing it to you * 

Thanks €01 your help. 

Mike Whalen, Ownei 

The  Machine Shed is dcdicated to that liald-woilcing 
pi oud exaniplk of the Aniei icnn way of life- Tlie Fa1 niei 

Tlii ougli the years the Aiiiei ican fariiier has consistently 
stood for tlie  deals that have helped make oiir country great 
His love of the lmd and iespect Foi iiatiire and all its 

Y 

The Machine Shed Restriiinnts are prorid 
to piesent .i sei ies of collcge srholarships 
for students piiisiiiiig .I c.iieei iii iigi iriiliiiic 
$1,000 gifts U i C  n\\lJltk!ll tO I l l t ~ l \ ~ l d l i J ~ s  WllO 

lia\ne cleiiioiisi i .itetl J roiiinii I iiieiit .iiid clesii e 
to be .I psi t OF Aiirei IU’S best OIII f.iiiiis 
Ash youi sei VCI to1 .in .ipplic.iiioii toddy’ 

restuitrnitt boiroritig tbr Arrrr icmt fnrarrr ”‘ 

Vibit us a t  these great 
Mirelrine Slied locntions: 

1-80 nt Exit 292 
Northwest Boiilevord 

Daveiipoi t, Iowa 

1-80/35 01 Exit 125 
~ i l ~ k l l l J 1 1  l<O.ld 

Urbnndnle, Iowa 

1-90 nt Exit 63 
b s t  State Street (Bus 20) 

Ruckford, Illinois 

1-35 ‘it C\lt 220 
I 19th Sti ect 

Olathc, Kunsus 

I 
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Boneless Poi k,Chop Sandwirh . . e .  699 
flie pork pr~dir ret  k luuoirte Bvrreillied and charbroiled 

Reuben . . .... 6 49 
Corned bee/ t h i d y  sliced arid piled Arglr. lopped wrlh bacieikraul 

arid Swiss rliecrc ori grilled rye bread 

Feutirid 111 netuspapets ULIOSI  the riati0111 The clussir reuberi with a twist 
Grilletl tentlei liirkmy wiirked turkey, Siurss rlieew, 1000 Islurid dressing, 

urid ride rluiu, u r d  nri WII IRUI bled rye 
Ameiica's Rumburgel . . . . . . .  .... 599  

1 /2-lb leari qoir t id  bc~$ rliarbrorled tu vrder - with rlree~e add 30 
OUl Club . . . . . .  . . . . . . . . . . .  649  

Hamri, turkey, huni, nnd AII ICI I~UI I  cheese with lettuce 
urid tvmutv oti uiti home-style toavted bread 

BBQ Poi k Sundwich . . .  . . 599 
Liglitly sriioketl p t ~ L  tupped iuitli our sperul BBQ suure 

Smoked 'hi key Reuben . .  . . . .  649 

A. TISKET, i!k TASKET,. f 1CK A 8ASKET. 
1111 hides coleshu, callage rhcese, oird Frerirli f i les 

Chicken Basket . . . . .  5 99 
Elretided stiips vf real rlttrkeri breast 

Shi imp Basket . .  .... 149  
Beet battered blllttnp 

Out bakers work all night to rirake it firs11 I t  talws a lot of e w a  effurt lo do 
things the olrl ~asliiviieil way, birt you rail taste the differ err re^ 

A Thick Slice of Homemade Pie . . .  Fi uit 1 99 Cream 2 99 
Apple pie, iherr y pie. bluebrrry, pearh, led ruspbetiy, yerun. lemon. 

clrocvlute L I W I I I ,  roronut rieoiir, bariurra crcanr 
The Shed's Famous Apple Dumpling . 299 
Good 01' Fi uit Cobbler flVlioteuet 'I iri  seuron4 . . . . . .  .. . 249  

I 

Ice Cieam (A henpoi'srwp of uan~lla, chocoloir. 01 rinnanzon) 1 50 
Hot Fudge Bi ownie Sundae . . . . .  .... 299 
Chocolate Chip Cookie Suiidee . . . . . . . . . .  299  

' Hot Fudge Sundae . . . .  . 299 

I 

Coffee, Ha 
Milk ... 
Chocolrle 

Fresh ~meris  of iceberz and roriiuiiie. richeririe of turkcv 
Cobb Sulad . . . . . . . . .  .... 6 91 

Swiss rlwsee. chopped baron, tivoutdo. ullalfa bplV i lh ,  
tomato. black dives, rl ioppl  eggs. and ird blw clreca. 
GI illed Chicken Caesar. . . . . . . . . .  6.9! 

Caesar dripped grcmrs topped with leriiori p p p e t  
gr rlled rhrrken. Asiago cheese. tviirato, arid lemon 

Hot Fried Chicken Salad.. . . . . . . . . . . .  6.0! 
Fresli greens lmsed wrtli honey aiitstard 

dressing. cheddar rhwse, sliced hot fired rliirkerc, 
tomato, and egg 

Seafood Salad . . , . . . . . .  6.9 
Shrinip, r m b  suii~iir. served over f i s h  grrerrs. 

with fiesta tornatom arid hard-cooked egga 

Chefsalad . . . . . . . . .  6.9 
Full vf~itlrerrrre horii and turkey, Colby and Swi 

cllwheS, 
iurtlr totriatam, hat il-maked eHgs, and tltc rliefi rma~rnatrura 

Tossed Shed Salad, . . . .  3.4 
Fterh lelture generously tossed iurtli cucanrber. tomato, 

shredded carrots atid red cabbage 

BlaLkened Chicken Toi tilla Sulad. . .  6.9 
Flesh greens tossed with ruiicli salsa, tapped with dired toniatws, blark drwa. 

rlieddar cheese. blackened rlir~ken br rust, war ni tu) t i l l u ,  soiir cream. urd salaa 
AI1 uf our salads come with your clioice 

of homeniade I essirigd 
'Izy the S l i d %  own 

. . .  

. . . .  

C I  euiny p a n n e s a n  house di ~ S S l n Q  

[p1 -Hamburger Hot Dog 1 

it oi Iced Tea . 

includes fi ies and a k v e i  age 
'+;# hrts-4 52 49 

Grilled Cheese Sandwich 
or Clucken Basket 

lhrsday is Ft~mrly Ntghtl 
On niesday nights, krds'irieuls ~ o n u  



...... 

Her 
cole 

Then 

Serving Fixiit 's Family Style'" 
re at the Shed we ~ I C I I I  yiirir nrcnl nflccith niii fiintnitc hoinenrade 
claw, cottage ~lreece and nut Fiech B n k d  Biearlc wrtlr real biittcr 
alongride yotit dinner wiri  et nul qaiietktaiit rfjwri like, crpctnhk: 

and the potiitn of thr d a ~ ,  nll eel uerl fnmr ly  ctylc 

'ai mei lH . . .  . . . .  16.DD 

City Slicker'M . .  . . . . . .  12 DD 

A 14 oz hnnelccr cut cor*cd ai1 p i c  You niay iiccil the lrurd nmr to  
help p i  ri*itlt thre nitel 

A 10 nz crrt f i t  the Irgltlo I I~J~JCIIIC TIE fniinct 'e daughter e fnontitr 
We'll gladly substtluie a bnkcd pnnlolo for pnhto of llie clny 

FARM STYLE FAVORITES 
@ Roasted Pork Loin 9 49 

Stliff2d iirrth cnrintly cage d i C Q ~ l n # ,  c l r r d  and 
WlVCd l l l l ~ h  ~ ~ C ~ l L l O l l ~ / J n ~ ~  K l l I U J  

Wtnnei of tlie Great Jorvn Polk Cimknfl 

@ Tangy Tendelloin"". . . .  1099 
~ a r ~  ~ o r r i  strirzd iuitlr wmnnnl sotisnge 
and fnngy cpirec, cciverl rurtlt soui cteani 

an3 hrantlrd chcrrres Anutlrer Cleat h w  
Pot k Covkiifliurnnet 

(+?& 
? 

89) F. @ Old Fashion' Pot Roast. 
Jtict  like ninnr uwd to make Slnru toacted 
rurtlrgnrden /reek ontone. cariats, nrrd hnby 

red ]JOtnliJCF 

cer ucd with htairdrcrl clierirec 

@ Roasted ' h i  key Breast . , D 49 
Slrced hrmct iif tiirlicy coved rurtlt Gtanrntn e faunrrte 

Anrm ctylc r l rrwng.  gtnty, nnd rrnnberrier 

Ftletc of tiirkcy hremt tcndivlnrtic rurappcrl in hnmn nrrd rnncted ivrtA Irgkt 
ptppei nnd wcet  nrnlacwq hiittcr, reriled nuet wrld ) ice 

@ ' h i  key File1 Mignon 10 49 

Flied Chicken . . .  D 49 
@ A  lnrgc fniii precr pot I i i i i~ n/;.lrrckeii p&aid curth the Shpd';. , i r~n cetrcl spices 

Srt rad wrtlt nrashcd ~ J O ~ ~ I L O C ~  anrl gravy 

S o a d  iip /ancy stvle iurtlt /re\h mrielrrnonrr nnd elreti y 

Tender h w f  l r i w  grilled riirth hacon cttrpc nnd irninnc 

@ Chicken Livers. . . .  8 99 

@BeefLivci . 8 59 

SMOKEHOUSE CLASSICS'~ 
Our L ~ Q ~ W C ~  nie nll hnrdrowrl cniirkcd irghl here nl the Shed You probahly mpcr I 

cnrcd the nrnulh-iuntotrt cnritky atonin iulten ynii iuolked in IVe uw a big. 
iild fnchioncd r a o ~ l  enrnkci I r c h I i  ntnkrc the nrmt clrghtly pink) and take thr e.% t i .  

eJj'intt lo bo\re and ~larv cank all ti/ 0111 nrcntc to pet fcctrnrr (The c~ncII\ nre firerr) 

A full slab nf \lorv-rim~trd Icriiler Bark Rib\ Bnclcrl nrrd rlrnrbicrrlerl 
Hickory Smoked Poi k R i b  . . .  . .  . .14.4! 

HtckorySmokedChicken . . . .  . . . . . . . .  .0.4I 
R e 4  hnlf rhukcn dtrrted i i ~ i t h  nut sprm, clnru cmokcrl 

and glazetl icrtlr nut qrgnottire UOQ sonorc 
H u n p y  Man's Combination Plattei . . . . . . . . . . . .  12.99 

A hnlf dah of ntit htcknrv cnwkcd lirrii Imrk trb iciiIh nut tendst 
and j i i rcy cnroked ~ h t ~ k ~ i i  

E ~ J  a Huiigty Man's Combiiiution on 
Smokehouse Wednesdays d the Shed foi only 10.99 

I 
Oirr ctcnkc nre nged to ptfccttnn. I tit ficslr rlarly 111 orii oiun in-hiiiicc lirrtcher h i .  

f i i ~ n  USDA L~IO~LT ginrn fid beeL nnd chnr htnrkrri tn -wvnrri hkiiy! 

Bnkecl pntatn 1s nimtlnhle rrrith tlrcce r t e m  

Hii ed Mnnb Steak'" . . .. . . . . .  15.9 
A 20 oz top culiiin. hcnrty iwniyh to cntrcfi even the b t g p ~ r  appetite 

JU nz lerrrler fntmtite 

Hand t i  rmnied to nit) cpaifiratinnc 

E a n  n field Irand rorll hnir trorible gettiiiE nroritrtl tlrrv 16 tu rlrnice cut 

We ofler yuti 24 ozc , Ihntk right - 24 niinrer nf clrorrc bceffnl flir ical beef h e r  

A JO ounce rut The Uccf Ptrxliirctc'nwst flaiiirifitl steak 
The Cattlemnn's Choice'" * . .  . . .  .12.4 
We rook nut top ~ r t l n i n  nnd chi# rt / i i l l  ri:rtlr eencoacrl htcwd riiintbs, ttitislrrnotn~ 

Siclies checcc, gntltc, and w i e t  ~ J J I L C ~  Tnppcd trritlr niii Pivircer \UIILC 

GI eat Additions 

Ribeye . . .  . . . . . .  12.4 

OnePoundRibeye . . . . .  . . . . . . . . . . . .  .16.9 

16.0 T-Bone 

Butchei Shop Poiteihnuse ................................ .10.0 

Haybalei Top Siiloin'" . . . . . . . . . . . . . . . . . . . . . . . . .  .11,4 

......................... . . . . . . .  

Sauteed  But ton  M u s h i w m s  ....................... 1.f 
Giilled Onions  . . . . . . . . . . . . . . . . . . . . .  1.4 
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The Machine Shed is dedicated to that 
liai d-woi king proud example of the 
Amencan way of life The Farmer 

Through the years the American faimer has 
consistently stood for the ideals that have 
helped make our country great His love of 
God and Country should serve as an 
inspii ation to us all 

The farmer’s love and genei osity toward liis 
fellow man is legendary Bain 

The Machine Shed is decorated with farm 
tools and implements fi om the turn of the 
century Look around and become aware (or 
reminisce if you adinit to “remembei ing“) 
of just a part of the rich he1 itage left 
today’s generation by its grandparents 
and great-grandparents While modern 
machinery has perhaps eased soine of the 
early farmer’s load, the spirit and courage 
of these men and women has lived on 

We are proud to salute the 
raisings, husking bees,- 
threshing ci ews - these 
ai e meinories of early 
farmeis and this 
genei ous spirit lives on 
today as fai mers continue 
to work together to help 
one another 

In 1978 we opened our first Machine Shed on the outskirts of Davenport, Iowa We 
had just 100 seats and we were all very young We didn’t know much about the 
restaurant business, but knew we wanted to live up to our five word constitution, 
“Dedicated to the American Farmer” That dedicahon meant that  we worked to have 
a restaurant that wasn’t just ”farm” themed, but would be something that fariners 
could be proud of We use only the best beef, pork and poultry, we cook from scratch 
using fresh ingredients and still peel our potatoes 

Thanks to folks like you, we’re successful and have built a nice collection of 
restaurants and hotels aiound the midwest You’ll find the six Sheds on the maps 
to the right, and well soon be adding Machine Sheds in Aurora (suburban Chicago) 
Illinois and Lake Elmo (suburban 
Twin Cities), Minnesota In addition to 
our restaurants we have hotels that  are 
family fi iendly and traveler’s favoi ites 
Our fainily has grown over the years 
as  has our pnde in serving only tlie 
best in midwestein hospitality So sit 
back and eiijoy your meal We hope 
to see you again real soon 

I 

I 
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HIGHLIGHTS. 
IOWA 
PORK 
CONGRESS 

PO@' Checkoff Seminars 
CheC Off Veterans Memorial Auditorium 

Thursday, January 29,2004 

New Technologies in Swine Nutrition 
Dr. Mike Tokach, Kansas State University 
Dr. Bob Goodbaad, Kansas State University 
Thursday 1O:OO a.m. - 12:OO p.m. 
Urbandale Room, Red Level 
Dr Tokach and Dr Goodband will provide a wide array of 
new ideas to incorporate into your SM ine iiutritioit manage- 
ment strategies Methods to improve eficiencj, reduce costs 
and iinprove pegoinzaizce and net return through swine 
diets and feed mnageinent will each be discussed. This 
session will  address creating diets for pigs in the breeding 
bani through the jiizisher to improve your bottom line 

Maintaining Swine Health with Biosecurity 
and Practical Management Techniques 
Dr. John Caw, Iowa State University Diagnostic Lab 
Dr. Pat Webb, Iowa Deparhnent of Agiicuhre and Land 
Stewardship 
Thursday 1030 a.m. - 12:OO p.m. 
Smithson Room, Red Level 
With biosecuriiy more irnpoizaizt now then ever before, 
Dr. Carr and Di: Webb will provide a coininoil sense 
appi-oach to disease prevention and inaiiztainiizg high 
health status with practical manageinent strategies 

An Update on State and Federal 
Regulations and Nuisance Lawsuits 
Eldoii McAfee, Anorney with Beving, Swarison and Forrest 
Thursday 1:OO p.m. - 2:OO p.m. 
Sniithson Room, Red Level 
This session will provide a tlioi-ough uitderstaisding of the 
complex regu1atoi:v reqi.tiienzeizts for  Iowu In:e.wck opera- 
tions McAfee will share the cui-rent and future rules that 
aflect Iowa hog farmers, as well as an update on nuisaizce 
challenges facing livestock farnzers in lowa. 

Managing Nurseries and Finishers - 
A Continuous Improvement Project 
Dr. Mike Brumm, University of Nebraska 
Thursday 1:00 p.m. - 2:OO p.m. 
Urbandale Room, Red Level 
Dr. Bruinin oflers logical advice for your farin. inaiiagement 
concerns H e  will present the ecoiionzics of double stocking 
wean-to-fiizish faciliti.es and comparisons of whole barn 
close out versus sorting pigs at slaughtei: Dr Bruinm will 
also share his latest ideas oiz feed and water- iizaiiageiizent i i i  

post-weaned pigs 

g 
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Company Sponsored Seminars 
Veterans Memorial Auditorium 

Wednesday, January 28,2004 
Rev Up Your Revenue with Robots 
Swine Robotics, Inc. 
Wednesday 1O:OO a.m. - 11:OO a.m. 
Whitfield Room. Blue Level 
Guaranteed to increase in your productivity, eficiency, $em- 
bility and labor safety Learn from Dr Mar01 Mohl; a 
consulting vet with the Swine Vet Centel; why they 
strongly encourage the use of products like the Boar Bot, 
developed by Swine Robotics, to make your operation a 
better-managed facilit)? 

Microbial Feed Additives 
Agri- King, Inc. 
Wednesday 11:15 a.m. - 12:15 p.m. 
Whitfield Room, Blue Level 
Agri-King was recently awarded a U S .  patent for Tri- 
Lution, its direct-fed microbial feed additive for swine. 
Plan to attend this informative presentation on the benefits 
from incorporating a microbial feed additive into your 
management program 

Call us for all your hog 
confinement equipment needs. 1 

We also custom manufacture 

Installation Service available 
to replace your worn out equipment 1 

A 

Automatic Sorting Technology 
Farmweld, Inc. 
Wednesday 12:20 p.m. - 1250 p.m. 
Whitfield Room, Blue Level 
Faimweld Owner and President Fmnk Bnunmer will hghlight 
the reasons to consuier using automatic soning technology. 
Brununer will highlight features and benefits found in state-of- 
the-art technology and important considerations in layom and 
barn designs. He will also share some actual results from 
sorting facilities. 

Trent Loos - Returning the Human Element 
The Zierke Company 
Wednesday 1 :00 p.m. - 2:OO p.m. 
Whitfield Room, Blue Level 
fient Loos is a sixth generation farmer who has taken his 
passion for a rural lifestyle to the radio airwaves with a 
program called LQOS Tales. Trent has a background in live- 
stock production but his desire to bridge the gap between 
farmers and consumers led him to a career in radio broad- 
casting and public speaking. Trent has spoken to such 
audiences as the Iowa Farm Bureau, Iowa Corn Growers 
Association and the National Pork Producers Council 
about the new threat facing Iowa farmers - activist groups 
that what to rid Iowa of livestock production. Listen to 
Eent talk about what you can do in your local communities 
to tell the accurate story of food production and take a 
proactive approach to telling the true story of agriculture 

Manure Treatment 
Ag Waste Recovery Syslems, Inc. 
Wednesday 2:15 p.m. - 3:15 p.m. 
Whitfield Room, Blue Level 
Ag Waste Recovery Systems meets enwonmental needs 
and recovering resources with innovative soliitioizs. 
AWRS has developed an innovative and cost effective hog 
manure solution that significantly reduces odors, kills 
pathogens, captures nutrients in solids as stable non- 
leaching enviroiiinentally safe fertilizer and re-captures 
water for  agricultural reuse. The AWRS solution has the 
poienrial to signijicaiztly change the current manure stor- 
age and lzaizdliiig approach for  livestock operations. 

Turning Pounds into Profits 
Hubbard Feeds, Inc. 
Wednesday 3:30 p.m. - 4:30 p.m. 
Whitfield Room, Blue Level 
The iiizportance of weaning weight and pig unlforniity on 
pounds marketed. The seiizinar will also discuss how to 
interpret packer kills sheets as a source of inforimtion for  
marketing decisions 

continues on IiexI poge 
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The program offers a fast fax with easy 
directions, menu options and facts on  
Redbone Alley for group members The driv- 
er and escort receive complimentary meals 
as part of the program Parking space is 
reserved for buses of all sizes for groups vis- 
iting Redbone Alley Another bonus in the 
Southern Hospitality Program is the special 
menu selections that can be prepared quickly 
for groups on the go, plus quick and efficient 
service A list of local attractions and accom- 
modations is also prouded to bus groups tak- 
ing part in the program Last, bus tour groups 
have easy and efficient billing according to 
their preference 

Each day fresh ingredients are gathered to 
ensure quality Produce from local farmers, 
honey by local beekeepers, nce from Danngton 
County, fresh caught Atlant~c seafood and aged 
Western beef flown in daily reflect Redbone 
Alley’s dedication to good food The restau- 
rants are complete wth live entertainment and 
a bar Redbone Alley also offers a clothing line 
featuring the Redbone Alley hound 

Redbone Alley currently has three restau- 
rants in South Carolina Each restaurant fea- 
tures the Southern Hospitality Program to 
bus tour groups For information on group 
tours contact Will Green, Redbone Alley’s 
communications director, at (843) 673-0035 

Golden Corral 

Fayette, North Carolina, is home to the 
onginal Golden Corral@ restaurant, founded 
by James Maynard As a part of their tradi- 
tion, the chain’s pledge is “making pleasur- 
able dining affordable ” 

Whether it is the 
carved meats from 
the buffet or chicken 
off the menu, Golden 
Corral offers quality 
food at reasonable 
prices. The restau- 
rant’s pledge is “mak- 
ing pleasurable dining 
affordable.” GOLDEN 
CORRAL CORP 

Whether it is the carved meats from the 
buffet or chicken off the menu, Golden Cor- 
ral offers quality food at reasonable prices. 
The famous Golden Choice Buffet@ offers a 
delicious selection of hot meats, fresh veg- 
etables, pizza and pastas On Sundays and at 
dinner, you will find carved meats on the buf- 
fet While the restaurant is known mostly for 
the buffet, Golden Corral also offers a steak 
menu with grilled-to-order USDA choice 
steaks Seafood and chicken lovers wdl also 
find a vanety of dishes on the menu 

After a tasty meal, do not pass up a visit 
to The Brass Bell Bakery@ Golden Corral’s 
famous bakery is busy balung fresh treats every 
15 minutes Even after a filling meal, muffins, 
cookies, hot yeast rolls and brownies are still 
a delicious sight 

Golden Corral has begun to implement a 
motorcoach tour certification program in 

The Machine Shed is a large full-service restaurant dedicated to the American farmer. All 
of the recipes are made from scratch to include only the-freshest ingredients. It is hard.to 
go hungry here with meals such as The Cattleman’s Choicem and the Iowa Pork Chop. 
HEART OF AMERICA RESTAURANTS & INNS 

many of the restaurants Recognizing the 
importance of quality food stops for bus 
groups, the program teams the restaurant 
with tour planners Golden Corral recom- 
mends advance reservations but will make its 
best effort to work with unscheduled groups 
Reservations must be made with the individ- 
ual restaurant you plan to visit All of the 
restaurants offer bus parking and front door 
drop-off for passengers As part of the pro- 
gram, the driver and escort receive compi- 
mentary meals with a group of 20 or more 
Golden Corral prefers one payment for all 
meals at the time of service Keep in mind, 
hours of operation vary between locations 

A location guide is a good source of 
information for tour planners The guide 
includes locations, telephone numbers, 
addresses and interstate exit numbers To 
request a location guide or for general infor- 
mation, contact Golden Corral Motorcoach 
Marketing Program’s Dick Trammel at (828) 
881-4848 or GCMMPQaol com General 
information is also avalable on the Web site 
at www goldencorralrest com 

The Machine Shed 

After graduating with honors from Har- 
vard Law School in 1978, Mike Whalen 
sought an opportunity He saw the chance to 
exhibit the agricultural products of the Mid- 
west in a restaurant setting The first Machine 
Shed restaurant opened in Davenport, Iowa, 
and has now grown into a successful chain 
Whalen’s corporation, Heart of America 
Restaurants and Inns, includes Thunder Bay 
Grilles, The Captain’s Table, Planted Earth 
Cafe, Gramma’s Kitchen, The Checkered 
Flag Bar & Grille, plus seven hotels through- 
out the Midwest 

Patrons come to the Machine Shed for 
good food and an  enjoyable decor The 
Machine Shed is a large, full-service restau- 
rant dedicated to the American farmer All of 
the recipes are made from scratch to include 
only the freshest ingredients If your group 
visits for breakfast, try The Plowman’s 
Favoritem or The Pork Producer’s Breakfast 
Freshly baked cinnamon rolls are made “big- 
ger than a bread box ” Lunch time at The * 
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has a large collection of farming impl&ents and machinery, kitchen utensils and feed 
signs. The restaurants have the feeling of eating in a country setting. HEART OF AMERICA 
RESTAURANTS & INNS 

Machine Shed offers a variety of sandwiches 
served on specially-baked bread Family-style 
meals served for dinner include prime rib, 
hickory smoked pork ribs and pan-fried 
chicken It is hard to go hungry at the Machine 
Shed, with meals such as The Cattleman's 
Choicem and the Iowa Pork Chop 

If we have missed your favorite bus tour 
food stop, let us know We are always look- 
ing for new places that welcome motorcoach 
groups Contact the editorial staff at (815) 
946-2341 or nbtabusmag com 0 

The interior of the restaurants display 
the best of the American farmer The 
Machine Shed has a large collection of farm- 
ing implements and machinery, kitchen 
utensils and feed signs The restaurants have 
the feeling of eating in a true country set- 
ting The wait staff even look the part with 
bib overalls and gingham shirts, while serv- 
ing drinks from mason jars The Machine 
Shed also has a large gift shop in every 
restaurant Visitors can purchase barbecue 
sauce. cookbooks, unique gifts or ' Hired 
Hand ' casual wear 

The Machine Shed is ready for your next 
group at any of its su Midwestern restaurants 
With advance notice, each coach is greeted 
upon arrival The tour operator has a choice 
of an all-inclusive group menu or to allow 
group members to order from the regular 
menu Group members ordenng from the reg- 
ular menu may pay wlth separate checks One 
dnver and one escort per coach receive a com- 
plimentary meal 

For information on wsihng a Machine Shed 
restaurant with your next group, contact 
Nancy Stevens at (800) 893-5799 The 
Machine Shed currently has six locations in 
Iowa, Illinois. Wisconsin and Kansas Two 
new locations are currently under construc- 
tion in Illinois and Minnesota Visit their Web 
site at www machineshed com for further 
information on locations 

Mail: Bus Tours Magazinc 
9698 West Judson Road 
Polo, I L 6 1064 

Phofte: (8 I 5 )  946-234 I 

Fax: (8 I 5 )  946-2347 

e-mail: btm@businag coin 
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Traditional family-dining concepts 
still hold a warm place in Americans' hearts. 

By Allison Perlik - 
R&/ SENIOR EDITOR 

Family-dining restaurants often evoke 
memories of meals past friends and 
family gathered around a table, por- 
ing over a moderately prrced, no-frills 
men 11 with extensive choices-often 
i n cl ud i ng breakfasts served a 11 day- 
as a brisk butfiiendly server takes the 
orders 

Amid today's ethnic cuisines, 
health-conscious menus and more- 
sophisticated palates, the fa rn ily-din - 
ing segment may seem an anachro- 
nism with a questionable future. On 
the contrary, while fanilly dining may 
not be the foodservice industry3 sexi- 
est, of-the-moment segment, these 
often-overlooked restaurants still 
command a malor share of dining- 
out dollars 

Restaurants and Institutions' 
2002 ranking of the Top 400 chains 
shows that family-dining brands 
comprised I I % of the 400 companies 
ranked last year, including nine in the 
top 50. These concepts also accounted 
for 6 9% of total sales among Top 400 
chains, the fifih largest of 15 cate- 
gories and accounting for more than 
$13 billion in aggregate sales. 

Outside of these major players, 
smaller-scale family-dining opera- 
tions are making their marks as well. 
The five regional concepts profiled 
here prove there still is a place for a 
dining experience that is simple but 
satisfying. 

THE MACHINE SHED 
Home base: Moline, Ill. 
Units: 7 
Seats: 450 
Check average: $1 1 
Average unit volume: $4.3 million 
Why watch it?: With retail shops, cook 
ing classes and trained chefs, chain ha 
potential for success in the Midwest. 

The Machine Shed is dedicated to th 
spirit of the American farmer, fron 
servers sporting bib overalls to antiqu 
tractors out front. 

Far from a farmer himself, Th 
Machine Shed Founder and Presiden 
Mike Whalen is a Harvard-trainec 
lawyer who opened the first unit ii 
1978. The chain's Midwest locatio1 
proved a boon to business, with qualit 
beef, pork and poultry nearby. Th- 
concept has locations in Illinois, Iowa 
Kansas, Minnesota and Wisconsin. 

The Machine Shed highlights corn 
fort foods such as prime rib, pot roas 
and pan-fried chicken. Sides includin: 
vegetables, coleslaw and house-mad1 
bread are served family-style. 

Each location includes a retail shol 
with coolung supplies and cookbook 
by the chain's chefs. In addition, all res 
taurants offer fiT-cookhg classes. . b 6 - _____. 
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FARM BOY 
Mike Whulen’s Machine Shed restaurants are on the move, 

with a message: Agriculture is the heart of America. 

B Y  K E R R I  C O N A N  

What you’ll learn by reading this story: 
How an important community issue can be 
wielded to a restaurant‘s benefit. 

How a small competitor to large themed 
chains is bringing authenticity to his concept. 

How one multi-brand operator decides what 
his next concept should be. 

Machine Shed is  URN IiIGIIT AT the  wiiid- 
“Dedicated t o  the I - mill, past the row of old 
A mer i ca n Farm e r,” 
which Mike Whalen farm equipment in the parliiiig 

lot, to enter a world of denim says i s  his five-word 
constitution. 

and galvanized tin. \Velcome 
to hilachine Shed,  the  sor t  
of restaurant where cottage 
cheese counts as an appetizer, 
tlie mashed potatoes come 

wth lumps, the official uniform is a pair of 
faded bill overalls, and every meal is de- 
livered with a political and social subtest 

Mike \\‘halcn is worlang hard to parlay 
M:icliine Shed and his other close-to-the- 
farm coiiccpts into a sizeable Miclwestern 
collection of mid-priced eaterics But 
don’t dub his approach cctl-teme markct- 
ing” iinless you‘re loolclng to be corrected 
Building :i rcstauraiit empire, lie insists, 
is iiicidciital to pursuing a much larger 
mission, an objective he calls the “five- 
word Constitution” of his 14-unit brood 

Dedicated to the American Fnriiier The credo is posted 
proniiiieiitly on restaurant signage : i d  colhteral matc- 
rials, atid \Vlialeii backs it up with zi network of programs 
ciesigned to inform the public and support American 
agrilxisiiiess In  thc process, he’s not doing lmily for 
himself, either, with sales pushiiig S 100 million 

The seven-unit hlachiiie Sliecl chain is the  hlagship of 
\\%alcii’s IIcort of r\mcnca group, but the multi-tiered 
niis also iiicludes threc Thunder kiy  (;rilles and a num- 
ber of one-of-a-kinds, for a total of sis restmraiit brands 
Several more ;ire i n  wriouh stages of development, Init 
Wlideii regards Machiiic Shed :is tlie coiiccpt Ixst posi- 
tioned for growth because of its rclativcly low ticliet (av- 

x_- - -  - 
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eraging arouiid SlO) and higli volume 
(annual sales of about $5 million per 
unit, including gift-shop revenues) 

Each restaurant buys from a broadline 
distributor, but one of \\%alen’s standard 
operating procedures is buying as much 
whole, fresh food as he can from local 
growers and prepping it at  each site 
And he’s not shy about trumpeting that 
policy 0 1 1  the back of the menu for his 
newest restaurant, in Lake Elmo, MN, 
Wlialeii touts his commitment to the 
American farmer with nostalgic and pa- 
triot imagery, simultaiieously thanking 
guests, commodity associations, aiid 
multiiiatioiial agri-companies for help- 
ing 111s business to grow 

And lest customers forget about 
Whalen’s intentions, the menu is stud- 
ded with farm references, from the 
names of Machine Shed’s breakfast 
specialties (the Light Chore Day, the 
I-Iired Man’s Breakfast, and the Farmer’s 
Daughter) to special sections on the lunch 
and dinner listings (Plowman’s Fare, 
ranging from Roasted Stuffed Iowa Chop 
[S13 491 to Pan-Fried Chickeii [$1199], 
and Farm Style Favorites, which include 
Old Fashion’ Pot Roast [S9.99] and Baked 
I-lam [S9.99]) 

IIis financial comiiiitnient to farming 
esteiids beyoiid his support of local sup- 
pliers. So far, Wlialen’s company has dis- 
tributed more than S100,OOO iii agricul- 

tural school scholarships His chefs 
regularly participate in farm board con- 
tests and state fairs Free cooking class- 
es offered at the restaurant teach pork 
handling and preparation techniques 
Machine Sheds function as formal and 
informal meeting halls for all sorts of 
grass roots groups and gatherings, 
while the brand sponsors educational 
seminars at farm shows throughout the 
Midwest 

EAN\\7111LE, W’halen wears his 
politics on his sleeve, posting 

site to pages addressing current farm 
issues and political concerns I-Ie also 
speaks frequently about those matters 
to business and community groups “It’s 
part of who we are The skeptic would 
say it’s just good marketing, but that’s 
not what we’re about,” he says 

Two Heart of America outlets a re  
linked more directly to farm life. The 
Planted Earth Cafe sits in the visitor’s 
center at John Deere corporate head- 
quarters in Moline, IL, where worhng on 
tractors is just part of a glitzy museum 
program A hotevrestaurant configura- 
tion anchors the 600-acre Living History 
Farms, a working farm exhibit  i n  
Urbandale, W 

When Whalen opened the first Machine 
Shed in 1978, he never dreamed that 
someday his company would push 
sales into the nine-digit range. Ile was 
a Harvard-trained lawyer with an inter- 
est  in investment banking, wlio got 
suclied into the business by accident 
when he took over a stniggling 100-seat 
coffee shop owned by his father LL\Ve 
were just a S5 million company going 
into the  OS," lie says Now he won’t 
open a Machine Shed that can’t collect 
that in a year 

A visit to the Machine Shed in the 
Kansas City suburb of Olatlie reveals 
part of Whalen’s method The five-year- 
old restaurant’s located just off the in- 
terstate that heads north to Des Moines 
and south to Wichita, at a crossroads 
of strip malls aiid chain restaurants A 

M -links on Machine Shed’s web 
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Heart of America-rtiii Comfort Suites 
shares the same parking lot. Inside, the 
greeting statioii sits plumb in the middle 
of a general store No small gift shop 
hawking T-shirts, this rctail outlet pro- 
vides everything from Machine Shed 
cookbooks and baliing mixes to John 
Deere outerwear The stores iii newer 
restaurants are even more dressed-up, 
like an Eddie Bauer On average, each 
one generates 10% of sales 

Tlie restaurants crank out  three 
squares a day, as well as banquet cater- 
ing, all-you-can eat buffets, and room 
service for an adjacent hotel. A full bar 
provides wine by the glass and by tlie 
bottle “We’re a dinner house that hap- 
pens to serve breakfast aiid lunch,” says 
Whaleii, striving to distinguish the 
Machine Shed from what others inight 
consider 111s countryfare competitors 
(the concept has sometimes been hkened 
to Bob Evans aiid Cracker Barrel) ‘We 
make those transitions so we don’t feel 
like a coffee shop ” 

Since the beginning, meals have 
been served family-style, with sides of 
coleslaw, cottage cheese, dally vegetables, 
aiid fresh-baked bread served alongside 
But that’s becoming iiicreasingly less 
practical, says Whalen, as more compli- 
cated dishes become better integrated 

Whalen tries to corner ti market by 
packing it with a niis of liis brands 
Concepts abut each other in  tlie same 
vicinity, ideally located nest to a coni- 
pany hotel X traveler who doesn’t want 
to eat in the same restauraiit night after 
night might still be giving his or lier busi- 
ness to a k a r t  of h i e r i ca  operatioii 

Whalen is quiclr to recognize tliat liis 
multi-brand strategy cuts with a double- 
edged blade--a blessing for boomers 
wean7 of coolue-cutter experiences, but 
a curse for drumming up expansioii cap- 
ital Investors don’t want to pay for a sec- 
ond restaurant that doesn’t loolt esact- 
1y like the first, lie says, no matter how 
successful it is “I don’t liiio\v at what 
point we become a chain iii their minds,” 
lie says In liis tliiiilriiig, that transfor- 
mation hasn’t happened, he still refuses 

to slip into chain jargon about units or 
stores In his kingdom, they’re either 
restaurants or hotels 

The seven current Machine Sheds are 
the most visible Heart of America oper- 
ations, especially as they move off the 

“It’s sort of a free-f~r-all,’~ says Whaler1 
of the current state of hotel franchising 
Loyalty In tliat busiiiess has eroded in the 
last 10-15 years, so he’s cherrypiclung 
what works in context of a total Heart of 
America development IIe’s never played 

highway aiid into 
suburbs and cities 
A different spin on 
comfort food, weight- 
ed toward seafood 
rind pasta, defines 
the menus at three 
Thunder Bay Grille 
res tau r a n t s 0 t li e r 
“oiiesies,” as the 
company calls them, 
include the seafood- 
dnven Captam’s Table 
(on the Mississippi 
River), the Planted 
Earth Cafe, the 
Checkered Flag Bar 
a n d  Gr i l le ,  a n d  
Gramnia’s Kitchen A 
beach-shack type con- 
cept called Crabbies, 
is the only concept 
that didn’t wash in Wialen’s Midwest 
hometown It closed lime months after 
opening 

Whether any of those independents 
w i d  up bemg prototypes for more restau- 
rants doesn’t coiicern Wlialen, for whom 
development is a highly idiosyncratic 
process He starts with a location his gut 
likes, then sets out to build the sort of 
restaurant lie, 111s friends, and family 
would patronize 

Tlie newest, most evolved Macliine 
Shed opened this February in the 
Miiiiieapolis suburb of Lake Eliiio Like 
iiiost Heart of ihierica restaurants, ti 

company-operated hotel is adjacent 
This tiiiie, ho\vever, tlie brand is called 
Wildwood Lodge, the second property 
\%den budt from his own drawilg board 
Will more follow3 Probably But that lias- 
ii’t stopped tlie conipany from siniulta- 
iieously entering fraiichise agreements 
to open ri Radisson and a Courtyard by 
h4arriott 

exactly by the niles anyway. 
Even the most economy- 
minded hotel is painted 
bright purple and red, with 
Western upholstery and nio- 
tifs, and homespun signage 
Tlie \Vildwoods are even more 
“bo~itiquey.’~ Design details 
are sweat to maintain the look 
of a lodge, riglit down to the 
cedar and stone. 

IVlialen doesn’t have to 
worry that his spending will 
anger fellow investors, he 
doesn’t have any IIe and liis 
d e ,  Ih, whom lie met at die 
original Machine Shed, wholly 
own and operate tlie Moline, 
IL-based concern Instead of 
reaching out for equity part- 
ners, they’ve always gone to 
banks for traditional debt fi- 

nancing, starting with local lenders and 
buildiiig toward more complicated na- 
tional instihitions as the company grew 
That approach, says Whalen, allowed 
Heart of Anierica to buy almost all of its 
real estate. “I didn’t want to answer to 
anyone’s expectations o f g r ~ ~ t h , ”  he says 

Omaha and Chicago are \.Vialen’s 
nest t:irget markets 

Although hc si1~7s lie can eiiwion Heart 
of America gopg public and putting 
Machine Sliecis in faraway places like 
Boston, IVhalen maintains that the menu 
requires too much taleiit to permit that 
sort of espoiieiitial growth. And, lie ad- 
mits, lie’s iiot eager to share coiitrol of the 
company with sliareliolders They iiiiglit 
be more interested in money than tlie sort 
of green matters that interest \Vlialeii, 
1 i I t  e fa mi land dew lopiiie i i  t , goverii iiie n t 
intervention, and seed tecliiiology 
“Farming is everybody's hread and but- 
ter,” lie says “Sounds liolrey aiid pop- 
ulist, but it’s the truth ” @ 



Planted EaAh Cafe, The 
CaDtain's Table. 
Grandma's Kitchen, 
Checkered Flag, a Comfort Inn hotel 
and its company headquarters in 
Moline 

A twist of fate 
Whalen does not tie his 

business success to his 
education He admits that 
he must always have been 
a restaurateur at heart but 
never realized it until his 
dad asked him to help out 

It was 1978 and Whalen 
had just graduated from 
Harvard Law School with 
honors in three years He 
wanted to pursue a future in 
investment banking, but his 
dad called and asked him to 
come home 

Whalen's father owned some prop- 
erty and the tenant fell through. His 
dad turned to a friend, "Happy" Joe 
Whitty, and asked if he was willing to 
partner in a restaurant at that site He 
was, but they would need someone to 
get it started 

Whalen agreed to do it for six 
months, believing that would be what 
it would take to get The Machine 
Shed up and running 

$1 00 million later, Michael and Kim Whalen have found ... 

Hard times did not 0 Name Michael L 
cause Michael Whalen 
to turn away from a 0Title Owner 

0 Company Heart of challenge, which today 
has led to a multi-million America Restaurants 

times filled him with the 0 Education Earned 
determination and bachelor's degree from 
excitement to keep mov- the University of Illinois 

in three years. earned 
Whalen is the founder 

and president of Heart Harvard Law School in 
of America Restaurants 
and Inns The $100 mil- 
lion company started 
with one restaurant, The 
Machine Shed in 
Davenport, and has 
grown to include 13 
restaurants and seven 

W-wJI I LDar I cg)m 
0 Quotable quote 
"The first 10 to 12 
years were not easy 
We did not do what we 
wanted to do, but what 
we had to do " It now has properties 

in five states and 
employs 3.000 people 

The company has a 
significant presence in the 
Quad-Cities, ODeratina Michael and Kim Whalen have grown Heart of America Restaurants and Inns from a sin 

high level of service, cleanliness and 

Eight years ago, the company built 
its first hotel from scratch in 
Urbandale. Iowa Now it is working on 
its eighth property, a Radisson Hotel in 
suburban Milwaukee Plans already 
are under way for two more hotels 

Whalen feels his law degree did give 
him the credibility he needed to secure 
loans to expand The Machine Shed, 
but that education did not teach him 
how to be a businessman 

hard work and determination 

worked for anyone else For the most 
part, we figured it out for ourselves," 
Kim said 

"Really," Whalen said. "That is the 
harder way to do it " 

All of the properties Heart of 
America owns are more than just prop- 
erties Every hotel and restaurant 
serves as a reminder "It is not a unit or 
a store." Kim said "It really is a part of 
our life 'I 

Whalen said that hitting $100 million 
in sales does evoke a personal reac- 
tion "It is neat. it is a milestone." he 
said "But it is not something we set 

quaw 

Those lessons came mostly through 

"Neither one of us really ever 

1 Thunder B& Grille. - $100 million business with 13 restaurants and seven hotels. 

"We opened in July 1978, and after 
six months. I could not leave," he 
said Things were not going well. The 
weather had been bad and the 
restaurant was losing money I He planned to stay another six 

months and by the end of 
that year, the restaurant 
was profitable 

By the time he hit his sec- 
ond year at The Machine 
Shed, Whalen had figured 
out how things should oper- 
ate and was coming up with 
new ideas and plans 

In the early 1980s. he 
purchased Whitty's interest 
in The Machine Shed and 
put his plans into action, 
starting with an expansion 

Dedicated to the Iowa farmer 
For a few years, Whalen worked 

seven days a week, from open to 
close So did his now-wife, Kim, who 
was hired in February of 1979 to help 
with the books 

They never gave up "The first 10 to 
12 years were not easy," he said "We 
did not do what we wanted to do, but 
what we had to do I' 

Kim agreed "That taught us how to 
do it lean and mean and gave us the 
core principals to do this today," she 
said 

Through that first decade, Whalen 
never strayed from The Shed's origi- 
nal motto "Dedicated to the Iowa 
farmer" Corners were never cut 
because that would infringe on the 
motto and quality 

"I think that is the only thing that 
saved us," he said "That is what we 
wanted to be 'I 

In 1985, the company built Apple 
River City, now called Thunder Bay 
Grille From there, it continued to 
grow the number of restaurants that it 
owns and operates 

BranchinB Out 
Whalen entered the hotel business in 

1986. after he purchased the Comfort 
Inn located next to The Machine Shed 
The hotel was detenorating and he was 
afraid it would reflect poorly on his busi- 
ness, as well as the community It is 
located in one of the gateways to 
Davenport 

Heart of Amenca purchased the 
property, renovated it and since has 
won numerous hospitality awards for its 

1 ATTACHMENT 9 I 
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lESUERENKENlJoumalSlar . 
Mike Whalen standa In the dinlng room of the orlglnal Machlne Shed 
restaurant he opened In 1978 In Davenport, Iowa. Today there are 

Machine Shed restaurants In four states, and Whalen, a Peorla 
natlve, hope0 to put ono-ln Pearla soon. 1 - 

Key ingredient: 
n n .. 0 Yerlectiomsm 

Peoria native’s $100 million-a-year hospitality 
enterprise grew because of attention to detail 
By CLARE HOWARD 
dmeJwmalSler 

MOUNE - Mike Whalen walks 
with the urgency of a Type A per- 
sonahty . 

On the brisk jog from his office 
in a renovated factory along the 
Musissippi River to his new 
Planted Earth Cafe in John Deere 
Commons, Whalen spots his two 
dogs wallung with staff. In a thun- 
dering, raspy voice, the 
45-year-old Hamard law school 
graduate throws back his head 
and Ijell6ws up River Street, “Ter- 
riers reign!” 
ment. Staff smile at Whalen’s 
characteristic exuberance. 

The dogs go wild with excite- 

Once inside the doors of his 
150-seat cafe, Whalen spots huge 
lmes of people waitmg for tables. 
He murmurs “Oh, my goodness” 
and rushes m to the dining room 
to bus tables. 

It’s tlus mtensity and atten- 
tion to detsul that have parlayed 
Whalen’s company, Heart of 
America, into a $100 e o n - a -  
year hospitahty enterpnse mth 26 
properties, more than 3,000 em- 
ployees and plans to enter the Pe- 
o m  market. 

He describes his mana ement 
style as “entreprene- L- 
paced, httle herarch unth a high 
‘mattemess’ quotien!. TO fit in 
here, work better really matter to 
you.” 

LESLIE RENKEWJoumal Star 

Old farm equlpment decorates the Machlne Shed restaurant In 
Davenport, Iowa, Indoors and out. The farm theme also Is canled 
over Into the menu, whlch features dishes that many a gtandma 
UsedtOCOOk 

He’s already lined up a corn- 
mitment from Radisson Hotels to 
be p& of his -on for the Peom 
Sears block if he’s developer on 
that project. He’s looking to ex- 
pand his Machine Shed restau- 

rant chain to the Peoria market, 
maldng an offer on land near In- 
terstate 74 for construchon of a 
r e s ~ a ~ ~ t -  

It would be a return to his roots 
Please see-.DETAIL- Pann-r-?. 
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A Davenport man longed to 
brinp his- .restaurant's rural % 

','charm to Li$ng History 
Far& - .  Now he's v a. succeeded. 

It sometimes is scudithat the difference 
bmenandboyiistheazepftheirto$g 
orthathewho~wmhemosttays* 

For Michael Whalen,,a Davenport business- 
men. HaIvd L a w ~ l  gra-ihl& end one 
of inc. Megezine's entceprenqm ofthe year. 
thetoysaRnumerousinPeed 

But unlike those dmany Harvard Law 
. graduates. W e n ' s  toys aren'tyachts, 
awhotapepleyetsorBMWs. - 

, w e n ' s  favorite 'qat the momentlii' i 
I ,. t 

1- - 

- -  

l a  



ould make a perfect addition 
Nearly 10 ;years later, hk’s gotten his 
Ish 
“If the Livlng History Farms sat 

own to deugn a hypothet~cal ,ystau- 
mt,” he sad, “ths would be it 
A week ago, the Machine Shed 
irew open its doors. From morning 
ntil mght, Whalen sad, the restau- 
ant was busy. It wasn’t packed - it 
olds 400 people - but Whalen had 
nderestmatedthefirst-rughtcrowd. 
“It was incredible,” he sad. “We 
st opened the door and didn’t-do any 

Thls whole concept <of a mathme 
hed- a res t amt  that ioolts an 
mgmwn barn, serving food that Isn’t 

nouvelle cuisine -took hs old 
udd~es back East by surpnse 
They thought he was insane for 

iakmgeverythrngfromscratch, using 
z a l  butter and cream instead of mar- * and nondauy creamers, cook- 
# rn old-fashumed ovens - the ones 

tuse heatinsteadofmiumvaves. & alen remembers the most bitmg 
e c i s m .  “He’s gomg to be brok m g mon@s. Thefremmhg it Idce a 

e t  that was the point Since then, 
en has been trying to preserve a 42 of Amencana - what he called 

q’idyllic, pastoral” life - that has 
trampled end forgotten in a world a terstate highways. compact &sc 

ersanddrive-byshootmgs. . 
he Amencan farmer 1s one of CJ e great mytholognl flgures like 

he Amencan cowb~y,” Whalen md. 
Pre&rving the lmege isn’t easy, and 
Isn’t cheap. ‘The- intenor walls of 

Vhalen’s restaurant are covered unth 
ntique fern tools 
Farmer Is Celebrity” 
One wall sports autographed pic- 
re^ of farmers III thev fields. Whalen 
xplamed that the concept is the same 
s at restaurants in New York Citv’s 

aVertiSing.t, 

choffamers. 

- after all, it took a long time to stick 
ev-onthewalle-buthedtd 
put in a small shop to peddle items 
with a rural Iowa flavor. 

But not everythrngm his shop is spe- 
uficaUy d, some is there just for its 

%=;he can you find a heart- 
shapedflyswatter?”hebragge!d. 

But the whole spectacle - the feel- 
mg that somehow this restaurant has 
bekomeathemeparkofthelokmfann- 

Not Just a Gimmick ’- 

He says his M a h e  Shed is not a 
“farm-themed” restaurant, but rmer 
afarmers’ restaurant 

He doesn’t want the h m p g  aspect 
to become just a.-; he doesn’t 
want IS employees t~feef that  their 
uniforms, the tracIemakk bjb overalls 
and checkered s-of We,jarly 20th 

Whalen said h e x i  mottb &I- 
pnnted on the Machine Shed‘s pmme 
honal matenal- “Dedicated to the 
Iowafarmef‘-asaa”fivemrdconsh- 
t U t i O h ”  

“If it d y ’ t  & III that,” he sad, ‘%e 
don’t do it - 

That means cooking virtually evew 

W- ISpplWd d m  by Mala 

CelltUv, al‘d’JUSt 

seater distnct, where well-knob 
cton wd autograph thew pallcity c_ thing from -scratch;-using genuine 
hotos and d a q  ingredlentsi h d  &%g lOtS 2 
!emurant propnetots -1afthem pork - eveli though -today’s health. 

ConSC’lollS co~lllllers are s h m  8w84 
from meat and fat. 

When confronted *h the bad news - IS foods, Often f n e d , ‘ d y  PO*! 
an Prom& fattenine andhish 111 ChG 
lesterol - Whalen asks for head 

“I’W Wen more Old farmers than 016 
actors. old hwyerS or old ~porte~ , ’  

them on the wu 

kind of “Who’s Who’’ of thew pa- 

“Well, here the fanner IS a elebn- 
I,” Whalen a d  He‘wants to fill the 
rall wth pictuki of the farmers-who 
ome ttmugh hs re+uqt 

m e r  111 here,” he said 1 mw Fiy to 
w p  me!’ in iden*% the mynag 

DIE. 

.r b *- “What‘s really fun to get. older amfit- 

nhque tools scattered thraughout the 
estaurant- - . NotforYuppies I 

“All the anhques here are real a? His restaumnt,+he!said,-catem not*( 
ques.” FalEn said. ‘-‘We, don’t use pppies, but to what hqcalls then“soft 

ies’L m o r  older family types. qmduchons I -4. 

Whalen isn’t telling what he spent They want good ol’ hencan:€aoc 
x the anhques orwhere he got them: bke we serve,” he scud. 
le unll say that h ~ s  employees+ spent Whalen acknowledged that some p 
bout 500 hours covenng -the wails his dishes hkq the t&derloh 
nth them. a pork tenderloin stuffed, roiled ant 
The restaurant g~ft shop, a feature in covered wth &di - wder anaspi& 
0th Machine Sheds, came about in- - s r e n y ~ d t i o d ~ f & . -  
bavenport after patrons wanted to He calls hls menu “nowelle f a d ‘  
rke h~ restaurant home. Not i&eraUy, - thlngs you would have made on tht 
ut they wanted to take all the antlques farm if you’d thought o f t  
nd knickknacks off hu walls HIS goal IS that a farmer who tour: 
“People kept saw, Well, can 1 buy his operation would adprove of thc 
bus?’ ” Whalen sard. way the food, is :made; from tht 
To which he respo’nged .‘\Well, uphouse meatccyttjng-to the. +cas 

That m&,he,yo$t sep ,t&.!l$@rq,-&a sgd, Yivew&ldn’t dolt.“ 

h i  

%ah, well sell everything,except ow, hunemtrem. ,;< c -- ‘ - -‘ P‘. ‘ I  

ntegnty.’.’ . c  *-, ’ , A.I s:.. , ,.- -3 we.woNbf & ablg$&do.l#lt.l 

k-~$ ~ u m y i x m r i j i ~ ~  ~ 5 x m - 3 ~ m ~  iwimim - --- 

. _  i -  it hires; ~ ~ ~ n . ~ t , - c ~ m ~ ~ ~ e ~ ~ ~ l & a ~ . ~ ~ ~ u ~ ~ ~  ;,,e1 .- r 

space, his firm found that Hubbell-also provides ‘..I>--’ 

quality tb its tenantst, 
1 * €n their new-Riverpoint location, Anderson- 

. Bogek -- enjoys ample parking; easy access; to the 
courthouse and fi+e&iy-ai.d l’exceptionai attintion I 

from Hubbell: &cording to”Sa1tsgaver; “ICs amazing 
how &!llMubbell 1 .  kais’thkir clients.” - 
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METRO AREA LOCAL DMA NSI 
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